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ving NOVEMBER and DECEMBER 


we are 






for your old figures 


vs on NEW 
fs Korrect-way MANNEQUINS, 


Here's the greatest opportunity ever afforded retailers to secure 
new KORRECT-WAY MANNEQUINS at big savings. Be the 


first in vour community to secure these glamorous new figures. 
Pp B to) tw) 




















designed with careful adherence to the measurements of the new 
L-85 Fashions. KORRECT-WAY MANNEQUINS are brilliantly 
styled—the supple lines and easy poise model the most common- 
place and glamorous fashions expertly. The ease with which 


these figures can be moved, by even display women, is due to the 


6 FEATURES 


1 Designed to conform with 
the new L-85 Fashions. yy 
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lightweight, non-breakable papier-mache bodies. 


? Sculptured by 

Sacha-Francine. 

3 Movie make-up painting. 
Coiffures by “Corsillo” of 
Hollywood. 

Lightweight’ non-breakable 
bodies. 

6 Triple - coated crack - proof aah ow aS 
finish. Write... phone .. or call your nearest KORRECT-WAY 

Distributor (listed below) for details on this liberal TRADE-IN allow- 
ance. There is no obligation. DO IT TODAY! 





Get in the Scrap! 


\ ‘ ATLANTA . . . . . . Melvin S. Roos LOS ANGELES . . Grossman & Silvers, | 
for 35 YEARS . .. KORRECT-WAY BALTIMORE . . . . William's Corporation MINNEAPOLIS L. £. Hier Display Equip. 
has been supplying metal racks BOSTON... . . Eastern Displays, Inc. NEW ORLEANS . . . Gulf States D 
stands displayers, ete. to the BUFFALO... . . Samuel C. Dutch & Son PHILADELPHIA Naythons Di play Fixte e | 
nation’s leading retailers. Thousands CHICAGO. . . . nea Hecht Fixture Co, PITTSBURGH . Deweese Dist oi Mines i 
of these now obsolete metal units lav CINCINNATI ° . e Gener | Distr Ly Corp. PORTLAND ° ° a Ne rrr inal L Me wet cq 

‘ : hil CLEVELAND . . . Pribil Display & Sup. Co. ST. LOUIS . . Midwest Disp. Equip. ¢ 
unused in cellars and bins — while DENVER ... . . . Walter W. Martin SAN FRANCISCO | hota Wheaten Ciak 
they are needed in the War Industry. DETROIT ... .. .. The Art Products Co. SEATTLE .. < 1s. T. Boyd, Disp. Equip. ¢ 
Check over your cellar and bins and KANSAS CITY . National Equioment Coro. MONTREAL . . . Miller's Dis. Fixts., Regd 
—get in the scrap! HONOLULU Bader's 
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COLORFUL - AUTHENTIC 


comurda AND 
POSTER DESIGNS 


For your windows and interiors—posts—ledges 
—department entrances — booths —for southern 
clime fashions — travel-wear — luggage — and 
sportswear. Use in January — then throughout 
the season. Use in combination with flowers — 
bird cages—ferns—plants—for excellent effects 
in featuring Mexican and Pan-American fash- 
ions and colorings. 
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:. FLAGS OF THE AMERICAS 
Representing the United States and 21 other 
WV countries of North and South America. 
SIZE OVERALL: 6 ft. 4 in. high, 8 ft. wide, 
\ 12 in. deep. Processed in oil colors on 140 
P pt., 100 pt. and 40 pt. card stock. All parts 
die-cut to shape. 1 x 2 wood construction on 
le back. Store assembles. 
COMPLETE SET $95 PER 
h INDIVIDUALLY PACKED... . SET 8 | f | 
cororru 
ié 
* : comura ie oer 
DESIGN PA-500 DESIGN PA-501 AT LEFT—Size 15” x90”. Processed in 8 rich oo 
oi: colors on Special Comura stock. Price $3.00 ALL - 
each (4 for $10.00) 
AUTHENTIC SUBJECTS 
AUTHENTIC COLORINGS 
Lithographed in full color—on 120 
Ib. Antique Stock. SIZE: 181 x 
24. inches. Authentic subjects 
. sketched from life by Lt. 
Arthur Goodfriend on his last visit 
to our Pan-American neighbors. 
The large size . . . the gay colors 
. the interesting subjects . . . 
make them an outstanding attrac- 
tion. Their use in displays of all 
kinds is practically unlimited. A 
Real Value—Order Today! 
A SERIES OF FREE 
SKETCHES WITH EACH ORDER 
DESIGN PA-502—PAN-AMERICAN ‘‘SCENIC'’. . . Price $4.75 Each (4 for $17.50). Size 30"x 90". Processed in 10 rich oil colors 
on special comura stock. 











? DESIGN PA-503—PAN-AMERICAN ‘‘TOWN''.. . Price $4.75 Each (4 for $17.50). Size 30”x90”. Processed in 10 rich oil colors on 
H special comura stock. 


W. L. STENSGAARD AND ASSOC., INC, “newron: ”’ “oaxtano 








Let us face the new year with.courage .. . 

with confidence that it will bring us nearer to that 
New World we so desire. 

Let us enter it too, with full knowledge 

of bard tasks ahead, but determined 

that our faith shall not falter, nor our deeds 

fall short of our utmost. For that is the least we can do 
to earn the right to share in Victory. 


God is willing, if we are, that Victory shall be ours! 





B. WILLIAMS, INC., New Yaa 
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THE COVER 


The Hecht Company, for which H. K. 
Melnicove is display director, recently used 
a complete battery of displays devoted to 
the "Seabees" and this organization's need 
for 200,000 American craftsmen. The actual 
displays were conceived and designed by the 
Camouflage Division of the U. S. Navy. 
Hecht's supported the displays with a series 
of full-page newspaper ads. The exhibit is 
also scheduled for other leading stores 
throughout the country. 


OUR NEXT ISSUE 


For the twentieth consecutive year, DISPLAY 
WORLD's January issue will present the annual 
. more impor- 
There will be 
dozens of comments and suggestions from lead- 
ing retailers, national advertisers, displaymen, 
and advertising agency executives on "Display, 
1943" to make this issue more helpful and 
inspiring. . . . And, in addition, there will be 
the regular features, as a matter of course. 


Display Review and Forecast . . 
tant this year than ever before. 


1942 


"Now that we are at war, it would seem ridicu- 
lous to expect business to proceed entirely in the 
usual manner during 1942. Undoubtedly, many 
events will take place that will affect our method 
of operation and operation costs. We displaymen 
must make extremely flexible plans, much farther 
ahead than usual, and be prepared for the un- 
expected. | feel confident that come what may, the 
displaymen of America will be equal to whatever 
task is ahead of them.'"—K. D. McGannon, Abra- 
ham Brothers, Davenport. 
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New Responsibilities ... 
and New Opportunities 


The combined forces of retailing and government are being placed behind a new program 
whereby the subjects and material which the government must bring to the attention of the public 
will be presented by means of display. advertising. radio, and salesclerk contact. Under this new setup, 
the Victory Display Committee becomes an integral and highly essential part of the program, func- 
tioning as a component part of the Retailers War Campaigns Committee as explained in the article 







on the next page. 
























The 20.000 displaymen now enlisted in war display work can con- 
sider this latest move as the successful accomplishment of the primary 
purpose of the Victory Display Committee—the unification of all retailers 
in the service of the United States Government. 

Under the new organization plan, which you helped formulate, the 
displayman is now an integral and essential part of the planning and 
promotional work which must be done to put across this all-out retail 
war program. For this reason his responsibilities are increased and his 
opportunities enlarged. Unlike many civilians or professional men who 
must step aside as the country shifts into a total war economy. display- 
men have the opportunity to distinguish themselves in a concrete and 
visible fashion. 

Hundreds of displaymen have already distinguished themselves on 
the civilian front by throwing their energy and ability into the national 
war display program. Hundreds more—thousands more, it is hoped 
will see fit to seize the opportunity for service to their country, their 
profession and themselves which is now offered to them through this 
new and obviously strengthened retail war plan. Now. with the co- 
operation and approval of the top men in retailing and the executives 
of the very stores which you now serve, displaymen will have little excuse 
for failing to contribute in full measure their time, their energy and 
their ability to the war display program. 

The national committee will continue to function with all the 
strength and energy at its command to bring to the individual displayman 
greater help and support than ever before. now that his job has become 





a bigger and more important one. 








National Chairman 


VICTORY DISPLAY COMMITTEE 


3609 ARTHINGTON ST. CHICAGO, ILL. 
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ecomes Essential Part 






Of National Retail Plan 


By LESLIE JANES, National Chairman, 
Victory Display Committee, 
Chicago 


In the future, the Victory Display Committee will 
operate as a part of the Retailers War Campaign 
Committee. 

David R. Craig is chairman of the central com- 
mittee of National Retail Associations, Washington. 
D. C., and the Retailers War Campaigns Committee 
is a sub-committee of that group. 

The new bulletin replacing the Victory Display 
Bulletin will be called the “Promotional Calendar 
for Retailers’ War Campaigns:” upwards of 200,000 
will All VDC 


will receive copies for their chairmen and may send 


be distributed. executive chairmen 
us lists of additional committee members whom they 
would like to receive direct mailings. 

Several things have been obvious for some time: 

1. The necessity of getting the full cooperation of 
management, including national and local retail asso- 
ciations, to back up the retail programs set forth in 
our bulletins. 

2. The necessity of financial aid due to the inabil- 
ity of display committees to secure the financial sup- 
port necessary to carry on a vigorous program. 

3. The need to broaden our coverage and the 
general scope of the work to make it an all-inclusive, 
all-out retail effort. 

The purpose of this message is to advise you of 
the steps to be taken in expanding this activity and 
to urge that executive chairmen of the VDC com- 
mittee take the initiative in bringing about this or- 
ganization quickly. The leadership which they show 
will set the stature of the Victory Display Committee 
in the retailers’ war effort in their area. 

The local organization plan is being sent to all 
Chamber of Commerce secretaries and all listed local 
and national retail organizations. Executive chair- 
men of VDC committees are asked to contact imme- 
diately their local secretary, either of the Chamber of 
their They 
should advise him fully of the work done and the 


Commerce, or merchants’ association. 
organization established locally, and make sure that 
the executive chairman and his committee take their 
proper place in this enlarged plan. 

It is intended, with the aid of the Boy Scouts or 
similar organizations, immediately to expand distri- 
bution to cover all retail outlets, including all chain 
stores. (Some chain stores may receive direct ship- 
ments during January, but this will be stopped by 





February | and they will then depend on the local 
organization. ) 

The organization plan indicates that VDC execu- 
tive chairmen are expected to take their place on the 
executive committee in their city. They should not 
fail to see that display is recognized as the principal 
force in this effort. More than 90 per cent of all 
stores can only participate by display in their win- 
dows and in their stores. The executive chairmen 
have had more experience than any other member 
of the committee up to date; therefore, they should 
take the lead in planning and distribution problems. 

Until the organization is ready to function in each 
city, local groups will proceed exactly as in the past. 
Such steps should be taken as are necessary to dis- 
tribute all material on hand and which may be re- 
ceived until the receiving point is changed and we are 
so notified. 

Contacts on Victory Display Committee activities 
will remain with this office as in the past. Local 
groups will have no financing problems to worry 
about and, with the new distribution plan, most of 
these problems will disappear. The need for Vie- 
tory Display Committee executive and supervisory 
action still remains and is now vastly more important. 

The efforts of the Victory Display Committee have 
resulted in bringing about this overall retail plan. 
Display is, and will remain, 90 per cent of the plan. 
While our efforts to secure proper display material 
from the government has been quite effective, it is 
expected that in the future it will be much more ef- 
fective, resulting in savings both for the government 
and the retailer. 

Those who have participated to date may well be 
proud of the part they have played in bringing this 
overall retail plan into being. Certainly never before 
has display exercised such influence. 

I want to take this opportunity to express the full 
appreciation of the Board of Governors for such 


Much has 


be done. 


efforts in the past rather hectic months. 


been accomplished—much more can now 
Display leadership in all areas is up to local chairmen 
and their committees. 

The problem is no longer “How can we get a dis- 
play or a poster in the better locations?”—it is now 
“How can we be assured of a display in every single 


retail store in every city and town in America? 


















The perennial message of Christmas, 
“Peace on Earth, Good Will To Men,” is 
brought home to us more than ever. this 
season in the great inescapable fact that 


must be peace tor 
everywhere. Again people are called upon 
to “Lift up their Hearts” and in display 
this is supported by the beauty of the frag 


peace for us everyone 


rant Christmas trees and greens and lovely) 
gifts and through the projected medium of 
illusion and tantasy as every jolly Santa 
Claus and majestic reindeer provides. 

The Store Lord & Tay 
lor’s was created to quite literally lift up the 
hearts of the boys in the armed forces. Lo 


cated adjacent to the Gift Shop on the ninth 


Door Canteen at 
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By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





floor, the Canteen provides many forms ot 
relaxation in comfort. The 30-foot Nickel 
bar, true to its name, serves apple pie, Coca- 
Cola, coffee, and Scotch broth for 5 cents 
each. Large bowls of cookies and cigarettes 
conveniently placed about the Canteen are 
free. One devoted to 
a tin-type photographer accompanied by two 
appealing models. Semi-private writing desks 
are completely equipped, including especially 
designed stationery and postal cards. News- 
papers from all parts of the country, popular 
electrically run music box, 
games, deep comfortable couches and chairs 


spacious corner is 


magazines, an 


provide easy enjoyment. 

Oval plateaus painted in red or 
formed bases for a series of charming ledge 
floor at 


green 


throughout the street 


trims carried 
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Lord & Taylor's. For these, John Robert 
Riley used spruce trees sprayed a silver blu 
as background for a white papier mach: 
deer, which retained its stateliness and grac: 
even though relatively small in stature. Leaf 
less white twigs hung with silver balls sug 
gested the antlers. Preserved “baby’s 
breath” in a silver tone was banked around 
the base of the tree and across the plateau 
while the trees were hung with green, red 
blue, gold, and pink balls. A white spot 
light from the ceiling was directed on the 
setting. 

A rollicking Santa Claus points the way 
to the men’s shop at Stern's, for which Emil 
Nelson is display director. Ten feet high, 
our favorite imaginary character was en 
tirely sculptured from paper, choosing for 




















his familiar costume the colors of red and 
yellow combined with black and white. Lo 
cated on the floor, S enjoys a 


street Santa 
worthy elevation in his 


strategic position 
by the escalators, his arms outstretched, the 
right hand pointing directly to the men’s 
shop, while he waves a holly spray in his left 
hand. In large gold paper letters, “Men's 
Shop” is spelled out against a white streamer 
which swings back of his contagious smile 
An elegant zebra posed on either side ot 
Santa Claus served as attendants, these also 
sculptured in paper and in the customary) 
black and white, though 
gear and bridles of red paper. 


using white head 


“Cheerio ... and a Merry Christmas 
Make his a _ practical gift—something to 
wear. Here are presents that he'll 


parade with pride,” made the message in the 
seasonal display by Display Director John 


—Upper left, by John Robert Riley, Lord & 
Taylor. . . . Center, by Emil Nelson, Stern's. 
. . . Left, by John A. Rosenberg, Abraham & 
Straus. . (All photographs by Virginia 
Roehl Studios, New York City)— 
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—Top, by James Gosling, Franklin Simon's. 
. . « Center, by Emil Nelson. . . . Below, by 
Joseph Dultz, Bloomingdale's— 


\. Rosenberg, Abraham & Straus. The 
setting reflects the true holiday spirit. A 
glass case with gold frame centers the back- 
wall, which is covered in red seamless paper. 
The hearthplace of a Colonial homestead 
was reproduced in miniature, but with the 
fine details of greens trimming the mantel 
between the candles burning at either end, 
and the iron kettle hanging over the leaping 
flames in the fireplace—this forming a back 
ground for the miniature plaster figures 
singing their carols with fervor. Green satin 

At Franklin Simon's, Display Director 
James Gosling transported all passers-by 
into a world of fantasy. The settings made 
a direct appeal to all good boys and girls 
to leave their name with Santa “at our 6th 
Hoor North Pole—he'll put it in our window 
on his special honor roll.” The window story 
opens with the reindeer “Donner” charging 
from his stall, which is set between that 
of “Blitzen’s” on the one hand and “Cupid” 
on the other. One of Santa’s little helpers 
is poised with all equipment ready to give 
“Donner’s” hoofs a final shine, while a sec 
ond litthke gnome holds aloft a red lantern. 
Christmas greens form the bridle, and the 
background is banked with pine trees tipped 
in snow. And so these little gnomes are 
busy similarly throughout the series ot 
scenes. One scene shows the helpers heaving 
an enormous wreath over the white picket 
fence on their way to a little house, where, 
as the corner window showed, lived the good 
little girl now tucked in her bed fast asleep; 
the Christmas tree and gifts on one. side 
and the gnomes finishing their chores for 
the year... the cuckoo clock on the wall 
significantly pointing to the mysterious hour 
of 3a. m. The window glass around each 
scene was heavily frosted and icicles hung 
from the valance. 

Utterly feminine were the settings used by 
Display Director Emil Nelson at Stern’s for 
showing ready-to-wear as gifts and, as in 
the accompanying illustration, evening gowns 
for “Yule Festivity.”. Christmas trees exe 
cuted of net in white, green, red, or one oi 
the pastel colors were spaced with Christ 
mas tree balls and gift packages in metallic 
papers matching the color chosen for the 
ornaments. Deep ruffles of the net are car 
ried as a valance and side trim with the 
stairstep plateaux and backwall panels fin 
ished in gold paper for these “Gleaming 
White” gowns. 

“Gifts Keyed To These Times” made the 
message used by Display Manager Joseph 
Dultz in Bloomingdale's first series of Christ- 
mas windows. Carrying out this thought, a 
wide choice of charming yet practical gifts 
were assembled on and around a central 
unit sculptured of papers, rich in color and 
providing for graduated elevation of the 
gifts. An angel, reindeer, a couple in period 
costume, and other symbolic figures also 
sculptured in paper made the center char- 
acters. The walls and floor of the window 
were finished in wine-colored seamless paper 
and the wrappings for gift boxes were ot 
the wine paper with chartreuse ribbons. <A 
wood scroll effect, bearing the message 
“Merry Christmas” across the top, framed 
the setting. 
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“S275 Distinctive 


Continuing the presentation of displays 
distinctive because of idea, visualization, o1 
execution, we show here eight more treat 
ments worthy of study. 
Leading off is an interior display created 
by S. Osterman under the direction of Curt 
Oldenburg, Paul U. Bergstroms Aktiebolag, 
Stockholm, Sweden. Reminiscent of the days 
when the ability to drape was a prime requi- 
site for a displayman, the setting shows 
actual tabrics held in place, in finished 
gown form, on three figures painted on wall 
panels. In one of the panels a background 
is hinted at by means of casual brush 
strokes. Each panel was set off by a metal- 
lic-finish moulding. 
Next is one of a series of twenty paper 
sculpture windows used by Syl Rieser, Stix, 
Baer & Fuller Company, St. Louis, in cele- 
bration of the store’s fiftieth anniversary. 
This particular display is from the group 
entitled, “Let’s Look at Way Back When,” 
executed by Ugo Mochi from the store's 
design, and shows the arrival of a train of 
1892. Carrying out the old-fashioned theme, 
vestibule windows showed historical exhibits 
of the Nineties, including old magazines, 
books, fashion plates, theatre programs, 
presidential posters, and photographs of St. 
Louis in the early days. The store interior 
displays were of the same period and _ in- 
cluded reproductions of 1890 buggies and 
automobiles, as well as life-sized plaster fig- 
ures of that era in characteristic poses. 
Strictly contemporary, however, is the 
store front treatment seen in the next photo- 
graph, in which a giant Santa Claus holds 
a mammoth reproduction of a War Bond as 
— a suggested Christmas gift. The brain child 
a :) , of Herbert J. Schwartz, president of Maison 
i he 1942 Chriss ao ———_ Blanche Company, New Orleans, the unit 
was the work of Robert Findlay, display 
manager for the store. The original design 
provided for complete illumination in neon 
The military command in the New Orleans 











area, however, has decreed blackouts for all 
outside lights above the first floor and there 
fore it was necessary to eliminate the light 





DECEMBER, 1942 


Treatments 


ing. The complete overall size of the unit 
is 69 feet in height by 75 feet in width; 
the original lighting plan called for 4,000 
feet of fluorescent tubing. 

It is planned to make the treatment a per 
manent display. After the holidays, the illus- 
tration will be painted out and in place of 
Santa Claus will appear a giant painting of 
Uncle Sam holding a bond. The holly 
wreath will be repainted into one of ivy. 
The unit is said to be the largest ever con- 
structed in the South by a retail store. Gen- 
eral Outdoor Advertising Company, New 
Orleans, handled the contract. 

At the top of the same page is one of a 
group of displays created by George Fryette 
for Phelps-Terkel, Los Angeles. (Fryette 
recently left this firm to engage in war 
work.) The large hands were made trom 
linoleum tubes and paper towels. The 
theme of the series was “Out of This World 
to You’—the fantasy effect being heightened 
by enveloping the base of the hands with 
clouds of spun glass. <A patriotic note was 
added by using soft blue light at the top 
of each window, soft red illumination for 
the bottom, with the center lighted with 
white light. 

The exceptionally striking Christmas win 
dow in which a child is seen kneeling by a 
bed is the work of Carl F. Skaer for Mc- 
Curdy’s, Rochester, N. Y. The general theme 
of the battery of windows was “Christmas 

Keep it Shining for All the World.” In 
addition to the corner window shown here, 
the other six windows used life-size oil 
paintings, each depicting a Christmas carol 
such as “While Shepherds Watched Their 
Sheep by Night;” underneath each picture 
was an enlarged scroll of the score and the 
words of each carol. The stars in the back- 
ground of the display pictured here were 
wired to blink continuously in very realistic 
fashion. No merchandise was shown in any 
of the windows. 

The first display of the next group of 
three was done by Russell Kehrt, Jenny's, 

[Continued on page 37] 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant, New York City 
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Tague ae 
TULIP SHEEN A touch of spring is suggested in the first sketch and 
bmi pone ; advance spring styles deserve special attention here. 
REFLECT THER RADIANT A break in a paper background reveals a smartly attired 
O° BEAUTY Im MI-LADYS EARLY mannequin deeply interested in a row of colorful tulips 
@ Wansnone blooming informally beside the stump of a tree trunk. 
Her costume reflects the sheen of the tulips. Copy can 
read: ''Introducing Tulip Sheen—The first signs of Spring 
America's colorful tulips reflect their radiant beauty in 

early Spring wardrobes. '' 














St. Valentine's day furnishes a good excuse to go 
sentimental—this year in a patriotic sort of way. 
The usual Cupid takes on a military aspect. He 
may be delightfully carried out in three-dimensional 
display fashioned in colorful paper, adding the 
patriotic touches—helmet and wings of red and 
white stripes, with the blue area bearing white stars. 
AFTER worK 
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National Sew and Save Week is held February 
20-27, and this year more than ever plays an 
important part in the war effort. The sketch 
shows a stitched outline map of the United 
States upon which are displayed cut-out en 
largements of scissors, needles, thimble, hook 
and eyes, etc. The over-sized needle can be 
used as a support for draped goods. The young 
woman seated at her machine could be fash 
ioned in colorful sculptured paper. The cap- 
tion, “Sew You Are Going To Save For Your 
Country,'' is lettered on a ribbon streamer and 
Stw andSAv , laid across the map. A red, white and blue 
ween shield bearing the eagle emblem holds an array 
ot snaps, hooks and eyes, and other sewing 
ap ety paraphernalia. Display the national S 
194g phernalia. Display the national Sew and 
Save poster. 
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. . . that we here highly resolve that these 
dead shall not have died in vain; that this 
nation, under God, shall have a new birth of 
freedom, and that government of the people 
by the people, for the people, shall not 
perish from the earth.’ —Abraham Lincoln. 










‘Almighty God, we make our earnest prayer 
that Thou wilt keep the United States in Thy 
holy protection; that Thou wilt incline the 
hearts of the citizens to cultivate a spirit of 
subordination and obedience to government; 
to entertain a brotherly affection and love for 
one another and for their fellow citizens of the 
United States at large.''—George Washington. 
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What A Whale Of A Difference!'’ This 
idea makes a splendid tie-in with men's 
merchandise, especially shirts, emphasizing 
such specitications 
roomy cut, and careful details. If carried 
out in three-dimensional paper sculpture 
the whale will make a very amusing and 
impressive eye-catcher. 











Window displays can be tied up with 
national advertising campaigns as sug- 
gested in this sketch. To do it yourself 
is the patriotic thing, and displaymen 
should encourage this practice. The sketch 
introduces a modern brand of paint and 
displays a panel showing the various sur 
faces that may be painted with it. Blow 
ups of drawings reveal simple steps toward 
its application. An open magazine reveals 
the nationally advertised brand. 
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Los Angeles “Production Line’ 


By "DICK" WHITTINGTON 
Los Angeles 





There were no lavish pageants in Los 
\ngeles to celebrate the coming ot this 
Christmas, but the spirit was here, never 
theless, embodied in the predominant “wall 
to win.” It is the thought behind the gifts 
which is of utmost importance, not just the 
“give and take” of gifts. It was splendid 
to see in the window displays great gift 
offerings side by side with “Buy War Bonds” 
No matter how small the store, the 
windows told shoppers that the best gift is 
a War Bond, and if you must buy Mom and 


poste! S 


Pop a special present, “this is the place to 
come.” The Christmas scene was uplifting, 
in spite of Hitler and in spite of Hirohito 
It was this “in spite of” feeling which crept 
into the hearts of everyone and provided 
the spark of confidence which gave them 
the free mind to go ahead and celebrate 
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wholeheartedly and have no misgivings 
about spending a few Christmas dollars here 
and there just for the joy of it. 

Christmas was the sole display theme for 
December, as gas rationing has somewhat 
curtailed the out-of-town interest, and few 
trips will be made into the snow-sports re- 
gions. The Christmas showings included, of 
course, old St. Nick, toys, and funmakers. 
It was noticed that Santa Claus, whenever 
shown in the process of making toys, was 
always working on a battleship or airplane. 
Even he is now on the nation’s production 
line. There was a great deal of animation 
in this year’s presentations, and it seemed 
that animation replaced the lack of eye- 
catching illumination. 

Though the illumination was splendid and 
dramatic, it was not an integral part of the 
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display as has been the case in years past 
The use of spotlighting at night was almost 
entirely eliminated and fluorescence has 
stepped into the vacancy with its soft and 
colorful spectrum. It seemed that just as 
many people were on the downtown streets 
as ever to view the windows; it was only 
their means of transportation that changed 
Most of the stores were open evenings 
during the week for the convenience of the 
thousands of night-shift workers. 

Charles Borum of Desmond’s-Wilshire had 
a series of windows entitled “All good 
Santas go to Desmond’s.” (First illustra- 
tion.) The entire store front carried this 
theme with various merchandise being dis- 
played in the different windows. The back- 
ground was constant in each showing, as it 
featured a Christmas card topped with holly. 


A sketch of Santa was on each card. In 
the window illustrated, Santa is shown rid 
ing a soap box auto. Desmond's has a wrap- 
ping paper peculiar to itself and the window 
background was patterned after it. 

It was “Toy Time” at Barker Brothers, 
where Display Manager Robert W. Vogt- 
man, who recently replaced J. Roy Stewart 
(now in the mobile mechanical division ot 
the army), did a splendid job with the win- 
dow illustrated. In the foreground were 
cut-away Christmas tree outlines made of 
wood. In order to give these tree outlines 
more body, glass shelves were placed in the 
center. Upon these shelves were toys of 
every variety. The background was a snow 
scene with pine trees and ski house. Slid- 
ing along on untoasted cornflake snow were 


—Upper left, "All Good Santas Go To Des- 
mond's" . from Desmond's-Wilshire 

Center, by Robert W. Vogtman, Barker 
Brothers . . . Left, by Carl W. Ahlroth, The 
May Company . . . (All photographs by 
courtesy of Dick" Whittington, Los Angeles)— 
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—At right, by Harvey Pettit, J. W. Robinson 
Company . Center, by Stuart Raymond, 
The Broadway-Hollywood . Below, an ex- 
ceptional religious setting, by J. H. Brewer— 


two paper sculpture dolls. Twinkling stars 
in the sky completed the scene. 

“As much fun as a three-ring circus” was 
the title of the feature corner display at The 
May Company, by Carl W. Ahlroth. This 
showing, pictured here, tied in with the 
store’s interior Toyland department. The 
window was animated and there was so 
much good action it took several minutes ot 
concentration to get the complete benefit of 
the showing. There were clowns jumping 
and dancing all over the place; another 
clown played a huge pipe organ in the 
window center and was constantly being 
bothered by two “Gremlins” which kept 
plugging up the center pipe. 

Full of fun and laughter was the corner 
window at Robinson's. Display Manager 
Harvey Pettit took a page out of the Sunday 


comics and brought the characters to life. 
The animation was very clever and was typ1 
cal of the comic. strips. Dagwood and 
Blondie, Popeye, Barney Google, and a 
Santa Claus skit were staged by the car- 
tooned figures. The characters were on in 
dividual stages in the window. 

Display Manager Stuart Raymond at the 
Broadway used the theme “No dimout for 
Santa Claus ... when the Christmas Stat 
Shines Brightly,” in a clever toy window. 
Santa Claus stood before a colorful plush 
background and waved his arms gaily ovet 
a myriad of toys at his feet. In each hand 
he held a reflector spotlight torch. As his 
arms were raised and lowered the lights 
passed over the toys giving the “no dim 
out...” feeling. On each window side 
was painted a drummer boy. This was a 
window designed to brighten the hearts of 
the voung folks. (To be on the sate side 
of the dimout regulations in the downtown 
area, it was decided to not let the light shine 
in Santa’s hands after dark. So, unfortu- 
nately, Santa had a dimout after all.) 

\ religious showing which was very dra- 
matic impressed every shopper that paused 
at Bullock’s, for which J. H. Brewer is dis- 
play manager. The window was tied-in with 

beautiful and timely poem by James War- 
nack, called “The Nazarene.” The poem was 
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read over a loud speaker intermittently dur 
ing the course of changes in illumination and 
interest in the showing “He could have 
heen a King, but he chose to reign only in 
human hearts ...” were two lines from the 
poem. At each window side was a celestial 
painting of stars and clouds Forming a 
huge candelabra adjacent to the paintings 
were window-high candles with their torches 
raised towards the heavens. In the window 
foreground were a plaster of Paris boy and 
girl sitting on a pedestal covered with spun 
glass, silver stars, and cut-out clouds \ 
guardian angel hovered over them In the 
background center was the primary window 
interest Through stained glass cathedral 
windows the image of Christ appeared intet 
mittently in synchronization with the read 


ing of the poem. Betore the figure appears 


there 1s a great fire and flashing of Iight 
l 


accompanied by the staccato chatter of ma 
chine guns. Then the noise gradually dies 
into beautiful music and the image appears 
very majestically. The illumination also 


changes from a white to a heavenly blue 
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Round About Chicago 


By KENDALL HULL 
F. A. Kuehn & Co., Chicago 


Chicago's State street, adorned in very 
much simpler attire than in former seasons, 
nevertheless has an appeal that is irresist- 
ible. And if the grown-ups have to be con- 
tent with a few yards less tinsel, there is 
nothing missing from the children’s annual 
make-believe settings . . . those charming 
visualizations of the Never-Never Land 
where pigs may be as pink as a sunset and 
chocolates grow on trees. 

Not the “House that Jack Built” but six 
paper sculpture houses by “Architect” Les 
Barofsky are responsible for a large share 
of the applause which goes to Morris B. 
Sachs’ December windows this year. As 
seen in the first illustration, these miniature 
dwellings, cozily lighted from within and 
having yards filled with surprises (note the 
toy soldier guarding the outdoor fireplace) 
are amazingly adept as attention-getters 
The mannequins are deep in snow to help 
passersby to dream of a “White Christmas.’ 

“Christmas The American Way” reads the 
ribbon streamer wound through a_ bunting 
wrapped wreath with an eagle perched at the 
top—a display at Goldblatt’s State Street 
store. Holiday footwear, which the window 
features, is stepped up on snowy platforms 
and set off by a background of shimmering 
material which comes cascading from. the 
ceiling down through the wreath and onto 
the floor. Red- and white-striped gift boxes 
and pine sprigs scattered through the win 
dow add spirit, and an attractive mannequin 
wearing a polka-dot robe calls notice to the 
poster headed: “Your Christmas Store for 
Gift Slippers.” Ray Bianchi is in charge 
of display for all Goldblatt stores. 

An elaborate fireplace forms the decorative 
motif in a charmingly feminine set by Bruce 
Elliott, Charles A. Stevens & Co., as. pic- 
tured here. The scene uses a low, oval 
dais, pleat-skirted and large enough to ac- 
commodate, in addition to the fireplace 
topped by a mirrorless frame and two elec- 
tric candles, a pair of housecoated manne 
quins and a tempting array of boudoir finery. 
At left is a fluted column, and down right a 
large open book-poster carries a message 
headed by the practical suggestion: “For 
Christmas Giving ... Loveliness that Will 
Last.” 

Mandel Brothers’ tiny-tot display, by Jay 
Howe, not only looks good enough to eat, 
but is. A phantasmagoria of add_= shrub 
bery with tulle foliage, it is replete with 
candy canes and other Yuletide goodies, as 
well as being generously stocked with white 
plush snow men, Santa, sleighs, and rein- 
deer. Over all floats a pretty blue angel in 
a shaft of light. Crowds pressing upon the 


—First illustration, a display by Les Barofsky, 

Morris B. Sachs Company. . . . Center, by 

Ray Bianchi, Goldblatt's State street store. 

.. . Below, by Bruce Elliott, Charles A. Stevens 

& Co. ... (All photographs by F. A. Kuehn & 
Co., Chicago) — 
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—Top, by Jay Howe, Mandel Brothers. 

Center, by J. W. Campbell, Carson Pirie 

Scott & Co. . . . Below, by Howard Haney, 
Crawford's— 


plate glass attest the success of this toyland 
showing. (This display is not pictured.) 


Howe also did,the smart silhouette dis- 
play found at the top of this page. Within 
a modern proscenium frame are two cut- 
away Christmas trees of green composition 
board with circular cutouts, varied in size 
and illumined from behind, representing the 
usual ornaments. Within each circular 
opening is displayed a cluster of things near 
to a woman's heart. In the back panel, a 
triangular cutout, center, forms a third tree, 
within which is featured a smartly gowned 
young woman before a rococco white fire 
place set off by a peppermint-striped back- 
ground. A fan on the floor of the windows, 
glass bubbles, and artificial cedar branches 
complete the arrangement which is. titled, 
“If It's Especially for Her.” 

At Carson Pirie Scott & Co., J. W. Camp 
bell has had a lot of fun and some very 
spectacular results with his nursery non- 
sense displays, one of which is reproduced 
here. Practical from a gift buyer's point of 
view, yet definitely Land-of-Oz in spirit, the 
window rates almost as many merit stars as 
we find splashed over the sky-drop of the 
set. On a fanciful tri-level stage of mod 
ern design is a corner of a youngster’s room, 
with crook-handled canes topping the drap 
eries at the imaginative, bauble-trimmed 
window, and a bed that is half reindeer and 
in which reposes a Raggedy Ann doll. Two 
small-boy mannequins centered in the dis- 
play are surrounded by gift packages, rib- 
bon-wrapped canes to resemble candy ones, 
a wild-eyed hobby horse, bears, dogs, and 
things without names. Chock-full of Christ 
mas cheer with candles and gayly colored 
Wrapping paper, the window is one that can't 
be passed by without a second or even a 


third look. 


Significant is Howard Haney’s War Bond 
appeal at Crawford’s Department Store, tea- 
turing a metallic paper cross cut within a 
white poster background, star-set and em- 
phasized with the familiar but forgotten 
message, “Peace on Earth . . . Good Will 
Foward Men.” A streamer poster front car- 
ries the hand-painted words, “The Greatest 
Gift of All” and above it a second poster 
explains: “This Christmas ... Give a Bond 
that we may have ‘Peace on Earth’ Next 
Christmas.” Bonds are tacked here and there 
as reminders, and bows of balsam and great 
paper poinsettias carry out the Yuletide 
motif. The window is shown here. 


\t Goldblatt’s State Street store, but not 
shown here, another display was captioned: 
“For Christmas Everlasting ...U. S. War 
Bonds and Stamps.” It featured Santa 
Claus in the “driver's seat” wearing Uncle 
Sam's hat, and hitched with enough rope 
to hang themselves are World Enemies Nos. 
1, 2, and 3... Hirohito, Mussolini, and the 
housepainter. The three some is snowed 
under by a heap of War Bonds, and standing 
guard are Santa's trusty litthe dwarfs. Ap- 
propriately, the window is draped and striped 
ind star-spangled throughout. 
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Convincing Winter Settings 


This winter, with so much emphasis se 
on every hand on the subject of dressit 
warmly to help cope with the lower tempe 
atures of most homes, a great deal of pron 
nence might well be placed on outdoor a 
parel and outdoor sports as having a fittir 
place in a season when, for one reason « 
another, so many people are seeking relaxa 
tion and amusement in their own vicinitie 

While not every home has a ski-slope 
its backyard, other winter sports should g 
a top position on the amusement schedul 
during the next couple of months. Ic 
skating, cross-country trips on skis in tl 
northern states, or just plain hiking 
these and other winter sports are probab! 
due for much public interest this season. 

For this reason, displays of appropriat 
apparel for such occasions are likewise du 
for more than ordinary interest. In additio1 
there will be interest in the creams and 
lotions designed to relieve chapped lips and 
skin and in the other toiletries needed in 
cold weather. These latter will also be in 
demand by feminine war workers faced for 
the first time with the inconveniences ot 
getting back and forth to work in bitte: 
weather and with more hardships in the de 
crease in quick, warm transportation facili 
ties. 

While much of this type of merchandise, 
including the sports apparel, would cus 
tomarily be shown early in the season, this 
year’s trend will very likely be different, the 
“season” lasting a great deal longer than 
usual for the reasons mentioned above. 

For an elaborate showing of winter sports- 
wear at Kaufmann Department Stores, Pitts- 
burgh, Laszlo Gabor designed a_ striking 
battery of windows, one of which is pictured 
here. This setting represents the interior 
of a ski-hut, with a view of snowy slopes 
through the window in the center back 
ground. Posters (not so appropriate this 
year!) advertising trips to winter resorts 
such as Sun Valley adorned the walls. Ski- 
ing apparel was tossed over chairs about 
the room, while the mannequins wore “after- 
skiing” garments. 

Other windows in the series showed 
groups on snow-covered hillsides and on 
frozen ponds. The same panoramic type 
background was used for each display. 

For a promotion of Tussy’s wind and 
weather lotion, Everett Quintrell, Elder & 
Johnston Company, Dayton, Ohio, used a 
series of windows as illustrated in the sec- 
ond photograph. Cornflake snow was piled 
about the scene and heaped up several 
inches high against the window glass. Th 
merchandise was shown on ice-cake display- 
ers made of wire-braced cellophane, and. in 
the small “windows” of the central back 
ground treatment. 

B. L. Taylor, Sears, Roebuck & Co., South 
Bend, did the final display. This window 


was used early in the season to encourage 


layaways, with a considerable amount o! 
success. Pine trees were used against a 
background of sky-blue to give perspective 
and color. 
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—Washington, D. C., displaymen were called on recently to design, 
build, install, and dismantle ‘the ‘War Fair''—a visual demonstration 
of the Community Chest and the War Relief agencies. W. Arthur Gray, 
Lansburgh & Bro., was named chairman. Others on the committee were 
Will Dick, Frank R. Jelleff's; William Wyatt, Wm. Hahn Sons Company; 
Joe King, S. Kann's Sons Company; Harold Melnicove, The Hecht Com- 
pany; Roy Herndon, Woodward & Lothrop; Al Blitz, Modern Display 
Company, and W. Firestone, Garfinkle's. Each man was given a num- 














ber of agencies, allotted a budget... for material and labor .. . and 
the rest was up to him, with his design and time being donated. The 
Fair was a huge success, and numerous other communities are planning 
on similar events. . . . Left column, top to bottom, by Mrs. A. Ezekiel, 
Russian War Relief Society; next, by Roy Herndon; lower center, by Al 
Blitz; below, by Joe King. . . . Right column, top, by Bill Wyatt; next, by 
W. Firestone; lower center, by Harold Melnicove; below, by W. 
Arthur Gray— 
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Posen Replies To Stensgaard 
.. . And Vice Versa 


(Editor's note: In the November issue, 
W. L. Stensgaard, president of the Chicago 
and New York City firm of the same name, 
commented on the fact that many stores are 
not doing a continuous promotion 
job to help get various governmental mes- 
offered 
better job 
is the reply of B. 
Lewis Posen, publicity director, Hochschild, 


Kohn & ( :. 


Promotion 


display 
sages over to the public. He sev- 


eral suggestions as to how a 


could be done. Below 
Baltimore, and chairman, Sales 
National Retail 
Dry Goods Association, who takes exception 
to the 
Posen’s objections.) 


Division of the 


article. Stensgaard’s reply follows 
retail indi- 
viduals is a vital concern to the publicity 
And since the 
good name of the industry is important to 


the National Retail Dry Goods Association, 


The good name of stores as 


director of every such store. 


I find it my duty, as chairman of the Sales 
Promotion Division, to take issue with Mr. 
Stensgaard. 
Says Mr. Stensgaard: “Few, if any, stores 
have adopted a continuous policy with ret- 
erence to Victory displays. My observations 
are based upon the fact that within the past 
thirty days | 
seeing windows on the main streets in more 
Yes 
some stores have done an excellent job 
with Victory displays and these have been 
very helpful. All of us must remember, how- 
that a few stores in the nation will 
not accomplish the effect necessary.” Now 
I admit that Mr. Stensgaard and his repre- 
sentatives get around quite a bit and have 
a pretty fair picture of what is going on in 


have had the opportunity of 


than fifteen of America’s leading cities. 


ever, 


stores, but perhaps he has missed the job 
many stores are doing. I respectfully refer 
him to an article | wrote for the November 
issue of the I. A. I de- 
tailed at has 


LD). bulletin in which 


some length what my store 


Pearl Harbor—a_ continuous 
presentation of almost every story we have 
been requested to present and many which 
were worked out as a result of our sugges- 


There is in 


done since 


tions to government agencies. 
addition the dedication of our Thanksgiving 
day parade to “Women At War Week” and 
the organization of more than 200 women to 
sell Bonds and Stamps along the four-mile 
parade route, with our store, of course, un- 
derwriting the sales to the extent of doing 
all the financing. 

While I have not traveled as extensively) 
as Mr. Stensgaard, I have been to New 
York, to Philadelphia, and to Washington. 
I have seen pictures from all over the coun- 
try of impressive window presentations by 


retail stores. I have read numerous articles 








on just such continuous presentations of th: 
war story on which Mr. Stensgaard says 
“Few, if any, stores have adopted a con 
tinuous policy : 

Such a blanket condemnation of  retai 
stores is obviously unfair. “Retailing should 
not be caught criticizing governmental red 
tape when it can not change its own systen 
of accounting to the point of creating a 
‘Survival’ budget,” Mr. Stensgaard 
Well, let’s look at it this way! A store's 
cash outlay for such displays is completely 
“expendable.” = And have been be- 
sieged by all kinds of people with all kinds 
of propositions on which the stores are sup- 
posed to spend their money in connection 
with the war effort. In no case that has 
come to my attention has any one offered 


Says 


stores 





to share the actual cost of the propositions 
with the stores. In most cases the pro- 
ponent of the idea makes a neat profit and 
at best the store is told that “We are not 
making any money on this deal.” The manu- 
facturer or printer et al may not be “making 
any money on the deal,” but he is at least 
getting back what it him. What the 
store spends it never gets back in the same 
manner. 

There are other well. 
Many, many stores—and this will be borne 
out, I believe, by the Controllers’ Congress 
of the N. R. D. G. A.—don’t charge rental 

[Continued on page 34] 


cost 


considerations as 


—Valance and side areas are used here by 
Clinton Clark, Milwaukee-Boston Store, for 
War Bond promotion in accordance with the 
idea advanced by W. L. Stensgaard in the 
November issue of DISPLAY WORLD... . 
In the text accompanying these photographs, 
Lewis Posen, Hochschild, Kohn & Co., Ballti- 
more, takes exception to some of Stensgaard's 
statements; his comments and Stensgaard's 
reply are in full— 
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WAR IS NO TIME FOR 
WANGLING 


There are people who seem to think they can get into this 


war at a discount while everybody else pays full price. 


When faced with sacrifice they raise a plaintive voice 


about their own very, very special predicament. 


They “hop down to Washington"’; they ‘‘write their con- 
gressman”’; they make speeches about justice, equal treat- 


ment, legal rights. 


What many of them are doing is just wangling—wan- 


gling for special favors in the face of a national extremity. 


We all know there isn’t a living soul who has a claim to 
special treatment in America. Equal rights mean equal re- 


sponsibilities, equal sacrifices, too. 


Each and every one of us will do his job in winning this 
war not by asking “how much will I get out of it?’’ but “how 


much can I put into it?”’ 


OLD KING COLE, INC. 


CANTON + OHIO 


50 Years in Display...Now 100% in War 
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From New York To Honolulu 
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—Upper left, by Clarence Pierson, Weaver's, Lawrence, Kan.; the store's 
amplifying system broadcast the music of ‘America’ while the display 
was on view. ... Upper right, a striking setting to tie-in with the local 
Civilian Defense work; by E. B. Patton, Ball Stores, Muncie, Ind... . Left 
center, Richard Staines, Vandever Dry Goods Company, Tulsa, shows that 
victory requires the efforts of citizens from all walks of life. . . . Right 
center, cartoonist Laszlo Fodor designed this "dictator jail’ for the New 
York Information Center. . . . Lower left and right, by George Yamanaka, 








Andrate Men's Shop, Honolulu. The first has a sky-blue background with 
the slanting floor done in powder blue and white; the map is bright 
red. The display at the right has a battlefield scene done in chalk on 
seamless paper. “Guam, "Pearl Harbor," “Bataan'' and other names 
of Pacific battles are on the background. A hand stretches from the 
earth toward a portion of Lincoln's Gettysburg address, extended from 
a giant hand reaching downward from the sky at the right. The dark 
setting was relieved by spotlighting the hand and message— 





Announcing the first backgrounds based on... 


OFFICE OF WAR INFORMATION RETAIL CAMPAIGN FOR JANUARY 
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January Ist to January 8th— 
Conservation of household equipment. 


January 8th to January 15th— 
Conservation of clothing. 


5 Best Dressed Man 


lers HEEP HIM THAT WAY 


Here’s the official theme for 
the month of January. 


Background 


® Size 48” x 72” 


® Screened in 7 colors 


WARMER 


WARTIME RULE — CONSERVE FUEL 


® Stove is appliqued 
® Supported by 
rigid wood frame 
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IMMEDIATE DELIVERY 
#DW-A 


January 15th to January 22nd— 
Conservation of tires and gasoline. 


These four backgrounds 
are based on January 
week-by-week O.W.I. 
themes. Sizes 40” x 60”, 
processed in 5 to 8 col- 


3 ONCE 4GArm ware, 
WALA, WOE 1) goed tee 
oe net Oe geet ter oe 
eee 


< 


> ae 
' 
| 


COVSERYE YOUR CARS sud OURS. 


anuary 22nd to January 29th— 
Household salvage. 


SALVAGE 


ors on heavy board... . 


oe 


DW. 
Each #DW4 


IMMEDIATE 
DELIVERY 
* 


Order by Number 


BY MAKING THE CLOTHES WOU 


‘Late Longer aN 


FOR VicTorY 


MAIL ORDERS TO 


OR TO THESE DISTRIBUTORS 
* 


St. Louis: 
Midwest Display Equipment Corp. 
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myyts WASTE TAN 
MND PATS | CANS 


GET IN THE SCRAP sccs'ecua smn sssmssum rorsarans _ masna nore 





Jamely Soweee 46 WALKER ST., NEW YORK CITY 
Buffalo: 
Samuel C. Dutch & Son 


Minneapolis 
L. E. Hier Display Equipment Co. 


Sioux City: 


Pittsburgh 
Finke Display Service 


Art R. Cohen Co. 
Philadelphia 


Advance Displays 


Louisville: 
Forsythe Display Service 


Another TIMELY SCOOP— Display material based on OPA's "Economy for Victory Plan" for retailers. Writ 
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flat tin cans 
crowds in a 


five tires 

coffee meat 
“buy it before the other fellow makes up his 
mood ... seventy-five year old Santa 
white naval caps looking like 
field from the bal- 
when the Navy comes 
to town drain out of items 
faster than water out of newly opened sinks 

December 7 comes again with the un- 
varnished truth McNutt is the czar 
of all labor, including display empty 
shelves ... four gallons .. . thirty-five miles 

a trip home looks like a two weeks’ 
pack mule now Praise the 
ammunition, with U. S. 


December 


less 


mind” 
Clauses 
polka-dots on a darker 
Saturday 

windows 


COTY on 


journey by 
Lord and buy ‘em 
War Bonds 

Recently | read where a man tried an ex- 
periment. He put in his pocket a 25 cent 
war stamp book and agreed with himself 
that he would buy at least one stamp every 
time he was asked at store counters, cigar 
stands, cashiers’ desks, or elsewhere in his 
travels about town. That was six months 
ago. To date he has not been asked to buy 
a single stamp. 


In our store we have nine cashier booths 


with overhead signs reading: “Buy War 
Bonds and Stamps Here.” One auburn- 
haired cashier suggests war stamps and 
bonds after every transaction. The other 


eight girls leave it to the sign to win the 
war. A check-up found that the auburn- 
haired, home-front store fighter sells more 
stamps and bonds than all the other eight 
combined. Suggestive selling is fast be- 
coming a lost art now that business is easy 
to get, even with the biggest Christmas bar- 
gain in the store—a $25 War Bond _ for 
$18.75. 





A sign in a sandwich shop window in our 
town reads: “Yes, we have coffee. First 
cup, 5 cents, second cup, 50 cents.” 

A fellow displayman handed G._ D. 
Fletcher, display manager of Owen's, Ltd., 
Liverpool, England, a copy of the June, 
1941, DISPLAY WORLD about two months 
ago. In this was an advertisement 
showing a series of religious displays by 
Silvestri Art Manufacturing Company, Chi- 
cago. Nearly fifteen months after publica- 
tion date this firm received a request from 
the English company. Any manufacturer or 


issue 


jobber in the display field would never ex- 
pect any such elongated pulling power from 
any advertisement, but it proves the power 
of having your firm in print with the mer- 
<handise you have to sell. 


Everyone knows, 


DISPLAY WORLD 


Think this over 


ME BY FRANK G. BINGHAM Sl 





even the guy that's doing business in the 
garage behind his house, that when you in- 
crease the number of person-to-person calls 
or sales talks to the display field, you in- 
crease sales. Good advertising is the sample 
case and the salesman wrapped up together. 
It's important in these times to spend money 
on advertising so that it can hold old cus- 
tomers and manufacture new ones at a profit. 
The displayman from Liverpool, England, or 
Port Arthur, Texas, might pick up a copy 
of DISPLAY WORLD fifteen months hence 
and give you some business, who knows, Mr. 
Manufacturer ? 

In a snow-covered thicket nestling deep in 
Allengen County, Michigan, on the morning 
of November 4 was a displayman sitting 
motionless with a bow and arrow ready for 
action. He was on his third deer hunting 
trip and wanted to get his first buck. This 
being one of the most skillful sport pastimes 
on the record books, and with very few 
archers ever coming home with a_ deer 
strapped to the fender of their car, this was 
a big order. This archer waited patiently, 
not moving a muscle, because a motion of an 
arm or a twig broken will send any deer 
within range on a sudden leap to cover. 
After hours of playing statue, a buck ap- 
peared in the clearing to his left, at a great 
distance. He thought it was too far even 
for a gun let alone a bow and arrow, but 
with no hope of the deer coming closer he 
pulled the string taut and sent the arrow 
on its way through the cold, clear air. The 
arrow with 55 pounds of pressure behind it 
traveled free and pierced the spinal cord, 
killing the deer instantly. The measured 
distance was fifty-eight yards to be exact. 
Stand up, Virgil Healy, and take a bow. We 
can now add your name to the list of dis- 
playmen who have achieved great success in 
sports, as well as doing outstanding work 
in display. South Bend, Ind., is his home 
and he is an active member of the Mer- 
chandise Presentation Club. 

A novel of American family life, called 
“Summer after Summer,” by Richard Sulli- 
van, has as its chief character Eddie Nails, 
who works in a dry-goods store as a window 
trimmer, show card writer, and general all 
round clerk. His salary was twenty-five 
a week and he made an extra two dollars 
a month by renting his garage. The book 
deals with his wife, his daughter Julie, and 
the new baby. It does not go into details 
on display, but the struggles are vividly pre- 
sented, as you can well imagine. The author 
teaches at Notre Dame and has this to say 
about writing: “Writing is no soft job! I've 
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never been able to find that magic formula 
of waiting for an inspiration and then writ- 
ing down words as they flow out without 
effort. Even the shortest story takes hours 
and hours of hard work.” 

A Christmas letter by Fra Giovanni is 
more timely now, perhaps, than when it was 
written ‘way back in 1513. We received it 
on a greeting card last year and I reprint it 
in part as an ending to this column round- 
ing out the fifth year of Think This Over: 

“T salute you! There is nothing I can 
give you which you have not; but there is 
much, that, while I can not give, you can 
take. 

“No heaven can come to us unless our 
hearts find rest in it today. Take Heaven 

“No peace lies in the future which is not 
hidden in the present instant. Take Peace. 

“The gloom of the world is but a shadow. 
Behind it, yet within our reach, is Joy. Take 
Joy. 

“There is radiance and glory in the dark- 
ness, would we but see, and to see, we have 
only to look. 

“And so, at this Christmas time, I greet 
you with the prayer that for you the day 
breaks and the shadows flee away.” 





AMC Displaymen Convene 
In New York City 

Nearly forty display executives from prac- 
tically all the stores in the Associated Mer- 
chandising Corporation group met during 
the week of December 9-10 in New York 
City for their annual get-together to plan 
for the coming year. The meeting was 
under the supervision of Miss Irene Bender, 
AMC display director. Harry McCauley, 
display director, Hutzler Bros. Company, 
Baltimore, Md., chairman of the AMC dis- 
playmen, presided. 





Greneker Studios Entertain 
Displaymen 

A cocktail party at the Greneker Studios, 
250 West 55th Street, New York City, was 
tendered local and visiting displaymen, in 
their studios December 8, at which their 
new 1943 line of mannequins was presented, 
featuring war-worker mannequins. 





Hartley Whitman Dies 
After Short Illness 

The death of Harley O. Whitman, assist- 
ant display manager for the J. W. Robinson 
Company, is reported from Los Angeles. 
His death followed a brief illness. A brother 
survives. 





Displayman Decorated 
For Bravery 


Sergeant George FE. Williams has been 
awarded the Air Medal for valor, and the 
Purple Heart for wounds received in action. 
Williams was formerly assistant in the dis- 
play department of The Addis Company, 
Syracuse. 





Another Displayman 
Enters Service 

Harry Manuel, The Woman's Shop, Mon- 
roe, La., has resigned in order to join the 
United States Marine Corps. 
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RETAILERS’ WAR CAMPAIGNS DISPLAYS 


for JANUARY-FEBRUARY, 1943 


. .. produced in cooperation with War Savings Staff of U. S. Treasury 
Department, Office of War Information and Victory Display Committee 
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JANUARY ’'43 MONTH LONG PROMOTION FEBRUARY '43 MONTH LONG PROMOTION 
‘* Fill those Stamp Books’”’ ‘'Sponsor a Fighting Ship”’ 


Specifications: Each set includes two 59x 42" displays, as illustrated above. Both displays 
screen processed in several attractive colors on one side of 100 pt. seasoned cardboard. 
Reverse side kraft lined. Price, f.o.b. Chicago (V43-12 Victory Displays) $12.40 per 2-card set. 


PLUS 2 PHOTO-MONTAGES Bishop Victory Displays and 


Photo-Montages can be easily 
appliqued, or framed, or used 
with 40” cardboard Column 
Stands shown at right. One 
Column Stand holds one card. 


(CW-43) 40” Column Stand with 
56” woodstrips (for standing Victory 
oe ree 95¢ each 


(COL-43) 40” Column Stand (for 
standing Photo-Montages). 65¢ each 





















> Weapons “° 
"*\ For Victory 
‘ My 


PRICES 
f.0.b. Chicage 
V43-12 Victory Displays 
$12.40 per 2 card set 40” Column Stand 
PM43-12 Photo-Montages 
$8.80 per 2 card set * 
S. 7 BUY WAR BONDS 


COMBINATION PRICE Pees 


for ordering both at same time 
$18.80 complete. 
These displays are in production 


(PM43-12) Photo-Montages in duo-tone photo-gelatin portray- 
ing dramatic, offensive action. Each display size 29'2"x42” 
on one side of 100 pt. cardboard. Copy in blue, red and white. enue tee ent cemieed ener te 
Copy can easily be changed by appliqueing any message fore December 30, 1942. Orders 


received after that date can be 
over copy panels. filled as long as stock lasts. To assure 
Price, f.0.b. Chicago (PM43-12) $8.80 per 2-card set. prompt delivery please order early. 


BISHOP PUBLISHING COMPANY - 155 EAST SUPERIOR STREET - CHICAGO, ILLINOIS 
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Pictorial displays on War Bonds, Civilian 
Defense, the Army, Navy, Marines, Air 
Corps, Coast Guard and other allied activi- 
ties of our war effort as illustrated by the 
original and effective displays of our display 


profession throughout our country, have 


made us aware andl alert to the ever-chang 


ing war picture. I think the actual mem- 


bers of display are doing a grand job 
but it appears that the retailer and mer 
chants are in many cases still more inter- 


ested in selling their imme liate merchandise 
supplies than in selling the messages of our 


government to our people. 
Yes 's of retailers and merchants 


have signed the Victory display pledges, al 


thousan 


locating window space to our government's 


needs for the duration Yet the events of 


the past twelve months since Pearl Harbor 
have been shoved aside in their minds in 
their grasp tor bigger and bigger volume 


figures. The display spaces pledged in far 
too many cases are being used for the usual 
display of shirts, towels, and ready-to-wear 
and the displayman who is anxious to carry 
on the display work of our government finds 
there is no display allocated or al 


lowed for this needed and valuable purpose. 


space 


The retail interests who employ the serv- 
ices of our display members are not playing 
fair with our boys and girls in the services 
of our country, nor are they living up to 
those pledges made with such tantare onl) 
a few months ago. This condition can not 
be corrected by the employees, the members 
of display, but in the minds of the people 
doing 


of America the displaymen are not 


their job 


How about it, Mr. Merchant? Why not 
put your shoulder to the wheel and give out 
green light to continue 
work they started, and 
for the 
war if 


men of display the 
the Victory 
your 


display 
volume 
this 
have yout 
stores and shops in the tuture. We of dis 
continuation of 


forget retail 
duration? We have got to win 


continue to 


grasp tor 


you are going to 


play want victory and the 

our democratic way of freedom and_ the 
right to live as free men and women. We'll 
work extra hours and days to do our share 


mental and physical 
display creations 
effort. All we 


will 


and the best of our 
efforts 


for our 


will go into” the 


government's war 
ask is—vgive us the display 


do our job right, and gladly. 


space, we 


To you thousands of retailers who have 


shown your patriotism by your donation of 
display and cooperation with 
display department, congratulations. Thanks 
for the opportunities vou are giving displas 


to do its 


space your 


part. 
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J.A.D. News... 


By ALBERT J. FRENCH 





Managing Director 


Albert L. 


dress as Surrey, England, comes to Inter- 


From Long, who gives his ad- 
national Association of Display headquarters 
an interesting letter congratulating all you 
here in the U. S. A. 
upon the grand job you are doing on dis- 
is inter- 


members of display 
play messages for our country. It 


efforts are known 


esting to note that our 
and recognized by our allies across the 
water. 

You can't help noticing the Christmas 
spirit in the air. It's here—has been since 
early November. In fact, this Christmas 
season of 1942 will undoubtedly go down 


in history as one of the earliest the retail 
trade has ever experienced. 
number of reasons for the 

them, 
many of 


fronts 


There are a 
start: 
that 
away on 


early 
tact 


among perhaps, is the 
and 
Uncle 
Sam's fighting forces it is necessary to get 
shipped 


our lads 


with 


WwW ith SO 
lassies foreign 


Christmas made and 
earlier than ever before, if those Christmas 


Christmas day. 


purchases 


gifts are to be received by 
\nother feature of early Christmas displays 
has been the necessity to start early due to 
the drastic display personnel. 
This year one displayman must do the work 


shortage of 


three if our display job 1s going 
That means an 


ot two or 
to be 
early 


completed in time. 
start. 

Somehow an early Christmas season seems 
good this year. The uncertainty and trials 
of the past year call for the Christian spirit 
of solace more than ever. To many of our 
members of display this may mean the last 
Christmas with family and friends 
for some time. And so even in the 
shops of display the Christmas spirit. pre- 


home 
work- 


vails more than ever. 


The I. A. D. publicity committee's activ- 
itv in collaboration with Everett W. Quin- 
trell, educational director for the I. A. D., 
in producing and promoting the educational 
bulletin service to members has been a tre- 
mendous contribution to the I. A. D. pro- 
gram. The first bulletin was produced in 
cooperation with the Sherwin-Williams Com- 
pany on the subject of “Color.” Its 
tents and subject make-up fills a need for 
the reference library of all newer members 
of display and_ the from older 
I. A. D. members has been most gratifying. 

The second bulletin adds a contribution to 
the year’s program. Produced through the 
cooperation of Korrect-Way Display Prod- 
ucts, St. Louis, this bulletin covers the 
adaptation of display forms to the use of 
1-85 Timely, to the point, and 
with detail, this bulletin fits 


con- 


response 


dresses. - 
illustrative 


into the display needs of today and repr: 
sents a definite and needed contribution t 
display problems bein 


LD. educational servic: 


the references on 
built up by this I. A. 


The IL. A. D. Victory display contest win 
ner for October was Clem Kieffer, Jr., dis 


play manager, The Kleinhans Company 
Buffalo. Congratulations to you, Clem, and 
to your store for an excellent bond-selling 


display. 


I. A. D. Certificates of Award winners for 
October were: Lolita Staines, Vandever’s, 
Tulsa, and Everett W. Quintrell, Elder & 


Johnston Company, Dayton, Ohio. 


Don't forget to send in your entries fot 
the monthly Victory display contest and the 
Christmas display contest. All entries to 
he mailed, prepaid, to I. A. D. headquarters, 
care of Leavitt's, Manchester, N. H., in time 
to reach us on, or before, January 12. The 
requirements have been detailed in previous 


issues of DISPLAY WORLD. 


His many friends will be glad to know 
that they can reach John Roy Stewart with 
addressing their letters 
“Private John R. Stewart, Company D, Ist 
Quartermaster, Fort Warren, 
John was the former 


welcome mail by 
Regiment 
Cheyenne, Wyoming.” 
I. A. D. director trom the eleventh district, 
California, and one of the foremost 
leaders of display on the West coast. 


Was 


We are pleased to announce the appoint 
ment of Aubrey L. Maley, display director 
of the Broadway-Hollywood, as the new 
I. A. D. director to replace Roy Stewart 
and to serve as membership chairman fot 
Maley is a varied tal 
ents and accomplishments in the field ot 
display and he brings to the I. A. D. the 
assets of his many years of display experi 
vision. We are fortunate in hay 


and West 


California. man otf 


ence and 


ing his support services on the 


Coast. 


Friends of John Joe Bronsing, displayman 
at Bry-Block Mercantile Company, will be 
pleased to know that he is now Private John 
Joe Bronsing (34,287,997) Service Battery. 
133rd FF: A. Br. A.. P. 0: No. 36, Camp 


Edwards, Mass., a real commando who will 


welcome a line from you. Why not. writ 
him today ? 

The best kind of Christmas for all ot 
vou, and all good things for 1943 is the 
sincere wish of all of us here at I. A. D 


headquarters. 
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Here’s a timely, urgently 
INFLAMMABLE “Velvelur” and “Crystalur” in a variety of colors. 
These are the perfect and SAFE materials for all backgrounds, displays 


varied but 


IMMEDIATE DELIVERY. 


DISPLAY WORLD 


PREVENT FIRE DISASTERS! 


NOW —Night Clubs, Restaurants, Theatres 
and All Public Places Need This 


LAMMABLE BACKGROUND 


needed item 


and decorations in crowded public places where rigid FIRE PREVEN 
TION REGULATIONS must be complied with. 
limited stocks of this material ON HAND FOR 


beautiful, inexpensive 


We believe this to be the ONLY” supply 
of non-inflammable background paper in the country today, so we urge 


IMMEDIATE ACTION! 
In Rolls, 87 Inches Wide—Gorgeous Colors 


WHILE STOCK LASTS! 


Write for details, samples and prices today! 


THE ACE PAPER CO., Inc. 


ACT QUICKLY! 


426 WEST BROADWAY 


















PAPER 


NON 


NEW YORK, N. Y. 

















Cleveland Club Participates 
In Novel War Bond Drive 


“A bond for every boy in service” 
theme selected for an interesting War Bonds 
and Stamps promotion in Cleveland, with the 
Cleveland Display Club taking an 
part in the affair. Started on 
and continuing until Christmas day 
motion had for its goal the 
stamps or bonds by civilians, these in turn 
being awarded to Cleveland men in the vari- 


was the 


active 
December 7 
, the pro- 
purchase of 


ous services. The names of the men to be 


given the bonds were drawn by chance. 
The principal details of the plan are given 
as follows: The first provision was to install 
a very -.aborate Christmas display in the 
War Service Center, with the interior di- 
vided into exhibit repre- 
sented one of the 


each space 
Nations and 
Department stores 


space ; 
United 
decorated in native style. 


Was 


were called upon to sponsor the installation 
of these and the 
Nationality Groups furnished persons, in na- 


Christmas exhibits, local 
tive costume, to sell stamps at each exhibit. 
\ large bell was placed in front of the Serv- 
ice building, with a live Santa Claus to ring 
the bell every time a bond was awarded to 
man in Stamp 
pooled — including from six 


some service. sales were 


those stamp 
booths set up at various spots on the exte- 
rior of the Center House—and each time a 
total of $18.75 bond was 
awarded. A large bulletin board was erected 
near the bell, and on this was listed the 
names of the men receiving the bonds. 


was reached, a 


Certain evenings were set aside for dif- 


lerent United Nations representatives, with 


Nationality furnishing carolers to 
sing in front of the Center. In addition, a 


stamp book force was tormed to enable sev 


( ve Ups 


eral hundred people to solicit stamp sales, 
each book being turned over, when filled, to 
the main that a 
awarded as mentioned above. 

The Cleveland club volunteered 


booth SO bond could be 


to put up 
the entire show. 


Adler's Two Sons 


In The Army 
The two sons. of Joseph \dler, Adler 
Jones Company, 521 South Wabash avenue, 


Chicago, are seeing different phases of mili 
tary life. Richard J., the 
infantry and is stationed in New Guinea at 
the present time. Joseph L., Jr., is located at 
the U. S. Army air base with the 10th Pho 
tographic Reconnaissance Squadron at Colo 


elder, is in the 


rado Springs, Colo. 


Staples-Smith, Inc., 
Makes Changes 


Cecilia Staples, president of Staples-Smith, 
Inc., has announced the signing of a 
that will double the 
space, providing two complete floors at 75 
Crosby street street, New 
York City. The cempany works exclusively 
in paper and other non-priority materials. 

Simultaneously comes the 
of Arthur Hirschhorn that he 
interest in Staples-Smith, Inc. His resigna 
tion as treasurer and as member of the board 
becomes effective January 1, 1943. His plans 
for the future after 


new 


lease firm's present 


and 75 Spring 


announcement 


has sold his 


will be announced 





Hirschhorn returns from a brief trip in the 
South West. Before joining Staples 


Smith, Hirschhorn was art director for Gim 


and 


bel’s, New York City, and for Bamberger'’s, 
Newark. 

Staples-Smith, Ine., has also announced 
ihe appointment of Edward Sherman as pro 


duction manager. He formerly was promi 


nent in industrial and theatrical design. 


McMullen Honored 
For Store Service 
Management and employees of the Eastern 
Outfitting Portland, Ore., took 
time out from the rush of war-worker busi 
latter part of November to pay 
tribute to L. A. MeMullen, display director 
for the past thirty-six 


Company, 
ness the 
vears. In honor of 
booklet 
“Mac’s” 


long 


the occasion a 
by the 
ments 


special was issued 


store, listing accomplish 


during his period of service 
Parenthetically it might be mentioned that 
that McMullen has been re 


sponsible for the installation of 22,160 win 


during time, 


dow displays, 43,750 show 


than 750,000 price tickets 


cards, and more 


Opera-Star Mannequin 
Used By Jay-Thorpe 

For a special display with an opera tie-in, 
Jay-Thorpe, Inc., New York City, recently 
used a mannequin modeled in the likeness of 
Helen Jepson, Metropolitan Opera star. The 
figure was created by Madisonia Manikins, 
795 Broadway, New York City, under the 


supervision of Donald Angus, Jay-Thorpe’s 


display director. 
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—A very interesting display idea can be worked up by building 
a three- or four-panel screen with cut-out openings backed up 
with shadow-box display space. The sides of the shadow-boxes 
should be on a slant so that the panels of the screen can be 
folded to stand alone. The screen can be made of any size to 
fit a given space. This unit is practical to use as a divider 
between departments, or several can be used throughout a depart- 
ment if desired— 











—Where the store can not spare the room to 
build a special booth for the sale of War Bonds, 
we suggest the use of a decorative sign such as 
the one shown here along the edge of a ledge 
or on top of shelving.. Paint it in red, white, 
and blue. Cut the eagle from wall board and 
mount it on blocks of wood some 2 inches in front 
of the large cut-out "V"— 
























































—If you are searching for some- 

thing in the new abstract design 

type of display, you might try 

this combination of shelving and 

frames. It can be used on a 

table top, top of low shelving, or 
in the window itself— 


—There is a pleasing sound to the words "Corner 
Canteen" which suggests their use in an actual 
corner canteen in the store. Such store corners 
are generally poor space for merchandising, but 
if fitted up in an attractive manner they can prove 
their worth. The design is self-explanatory— 
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“OLD GLORY" Ensemble No. 4 
“FACIL-FAB" Flag—N 
est and most beautit 

















D&00—The new 
i American Flag 
1 lustrous “FACIL-FAB atin 

1 pliable white t 


varn mounted on 
backing. This Flag 





to a background in any manner desired 
Size: 38 inches by 65 inche 
$6.75 each. 





"“FACIL-FAB" Patriotic Streamer N 
D60I—A_ beautiful Banner made fron 
s "FACIL-FAB" 6 inch Tri 


inch Red, White and Blue stripes) witt 
the Ww as BUY WAR BONL S Ina 
STAMPS" gold-tinse t S 6 


inseled thereon. Size: 

inches by 9 feet. Price—$1!.75 each. 

4 “OLD GLORY" Ensemble No. 4 (C 
plete unit—I Flag and | Streamer 


SPECIAL PRICE—$7.95. 


4 © AVAILABLE AT ALL DISPLAY DEALERS 





Our NEW 1943 SPRING LINE 
is now complete and you may obtain 
from us or our authorized Jobbers any 
? f the following: CATALOGUES, 

: FOLDERS, PHOTOGRAPHS, SAMPLE 
* FACIL FABRICS COMPANY * SWATCH CARDS and SWATCH 


302 FIFTH AVENUE, NEW YORK CITY BOOKS. 


(When in New York visit our Showroom) 


NANANANA NANA NA NA NA NANA A NA NANA SAA AAA Ae RE 








We wish to extend a 


ery Merry Christmas 


and a 


Most Joyous New Year 


to all our friends. We have enjoyed your patronage 


for which we feel deeply grateful. 


THE MUTUAL DISPLAY MFG. CO. 


lot POWER AVENUE - - - CLEVELAND, OHIO 


vi 
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THEATRE 


The “steam is on the beam” in Geo 
Abbott's newest contribution to Broadwa 
gaiety, the swing-happy musical show, “B 
the Band,” which celebrates in song, dat 
and plot the era of the conga, the rhun 
and swing. “Beat the Band” is’ in 
groove as far as settings are concerned, 1 
with Samuel Leve sending it solid in 4 
series of attractive scenes, and with Frx 
Wittopp’s costumes, which, if they are 
strictly instrumental are still downri: \t 
pleasing. 

An assymetrical curving proscenium a 
surmounts all the settings, and the curt::n 
has an interesting variation on a musical 
sign. It is plain white and takes its motif 
from the piano keyboard. Dark green t 
sels are the sharps and flats and the rest 
of the keyboard is indicated with parallel 
lines on the white curtain. One important 
set is of an apartment in New York. The 
entire back of the set is a window through 
which is seen the tops of trees and a bli 
sky. A flamboyant red and white awning 
frames the window. There is a pink chair, 
a dusky green couch, a lamp with a huge 
umbrella-shaped shade, and black pots with 
red and green plants in them. The lyrics, 
which are apt to give amazing twists to the 
sequence of the plot development in a musi 
cal comedy, suddenly transport the audience 
to some tropical paradise where, to the 
accompaniment of a number called “Let's 
Comb Beaches,” the blue sky in the window 
of the New York apartment is transformed 
into a blue sea stretching behind a_ beach 
where a lone palm tree stands. This, of 
course, 1s done by the play of lights on the 
scrim backdrop. It is made even more et 
fective when big white waves begin to break 
on the beach and swimmers emerge from 
the water to take part in a ballet, one of a 
series created by David Lichine for “Beat 
the Band.” 

The second act has a setting which has 
a litthke more drama in it than the other 
numbers of this light-hearted musical. This 
is the peach orchard, outside of Washington, 
D. C., where there is an army camp. The 
tent pole and flap of a real tent merge with 
a group of painted tents on the backdrop. 
In the distance one can see the Lincoln 
Memorial above the painted trees. This 
scene is carried out in sombre tones. 

The scene, however, that has made “Beat 
the Band” a hit is that which takes place 
in the lobby of the “Savoy-Perkins” hotel in 
Washington. Damon Dillingham’s band, the 
heroes of the show, have quarreled with the 
management which has decided to make 
them finish out their contract in the boiler 
room of the hotel. They have the room re- 
decorated a little, play their famous num- 
ber, “The Steam is on the Beam,” and are 
a great success. Samuel Leve’'s setting for 
this scene makes use of magenta-colored 
bricks, and a realistic looking boiler and 
pipes which glow a fiery coral red as the 
scene progresses. Tables are made by) 
painting ash cans white and turning them 
upside down, and chairs are wooden buckets 
also painted white, striped in green and 
cushioned with chintz. 

The second presentation of the New 
Opera's second season is “La Vie Parisi- 
enne,” Offenbach’s delightfully exuberant 
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comic opera which has scenery and costumes 
designed this year by Marco Montedore. 
The curtain echoes the spirit of the over- 
ture with its gay drawings of a conductor, 
can-can dancers, feathery clouds—with the 
whole framed by a great painted rose-col- 
ored ribbon. The first scene takes place in 
the Gare du L’Est in Paris and the painted 
backdrop shows the tracks which go to, as 
the signs say, “Trouville, Le Havre, and 
New York;” the valance recaptures the or- 
nate ceiling of the station. The other sets 
are for a gentleman's salon and a famous 
private banquet room at the fashionable 
“Cafe-Anglais.” These sets, like that of the 
first act, achieve their effect mostly with 
painted flats. They are quite baroque with 
heavy crimsons and deep purples, and black 


chairs with bright blue seats. The Cafe- 
Anglais scene has a painted chandelier on 
the valance. Throughout the opera are 


dances staged by William Dellar under the 
supervision of George Balanchine, the most 
familiar being those which the Ballet Russe 
adapted as the popular “Gaiete Parisienne.” 

Howard Bay’s settings for “The Eve of 
St. Mark,” the play by Maxwell Anderson 
which has been generally acclaimed as the 
first war play of merit here, are a series of 
effective set pieces against a_ plain back- 
ground which permit the actors to move 
from farm to barracks, from restaurant to 
fighting front with a minimum of impedi- 
menta and which catch the spirit of this 
hard-hitting and moving story of a boy who 
left his home on a farm to fight the losing 
but glorious battle of Bataan. Bay takes 
a mound of dirt on the farm or a_ rock 
from the foxholes at Bataan and, using a 
few simple props such as a pile of boxes 
or an old wagon, unites them with the 
grouping of the actors into a_ sculptural 
unit. 


DECOR WHILE DINING 


It's all being done with mirrors, these 
days, at the night spots, especially at two 
of the smartest clubs in town—the Monte 
Carlo and La Vie Parisienne. 

La Vie, at 3 East 52nd street, goes all-out 
to recall the spirit of the Paris that was. 
Sitting before the bar, you look out of a 
window of what might be any little bistro 
in pre-war Paris, at a street scene painted 
on the wall. The scene is a street corner 
at dusk. A little street runs back into the 
distance and real little lights glow in the 
twilight. If you turn around and look into 
the mirror across the room the illusion 1s 
heightened and you seem actually to be look- 
ing down a real street. The bar connects 
with the main room, which is a series of 
murals and mirrors. From many of the 
mirrors you can look back into the nostalgic 
little street scene in the bar. The other 
murals are all framed with white curtains 
and a strip of red and white awning and 
they have glass over them, so that looking 
at them gives the effect of looking out of 
the window. These scenes are all typically 
Paris, too. A glimpse of Notre Dame, of the 
Bois, of Longchamps, Auteil, or the Seine 
can all be caught in the mirrors from any 
part of the room or by looking. straight 
through the “windows.” At the end of the 
room under a pale blue latticed arch Libby 
Holman, after a five-year absence from New 
[Continued on page 32] 
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the first to devise 
a Tacker for 
driving T-Head 
Tacks 


THE first to design a Tacker to drive 
T-head Tacks, HANSEN pioneered in 
the development and production of 
this and many other Hansen one- 
hand Tackers. lf you are not a user of Hansen Tackers, and are 

Today, when emphasis is placed on engaged in some ‘‘essential'’ type of work, you are 

service, especially in “essential types invited to submit your tacking and SEND FOR 
of industry, it is important to see that fastening problems. Request details. FOLDER 


ram A.L.HANSEN MFG.CO. 


5041 RAVENSWOOD AVE., CHICAGO. ILL. 










proper attention is given to these useful handy tools. 
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OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 
4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 
6. Absolute Independence of Our Editorial 


Columns. 


“No. 6 
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Self-Service 
Selling 

The war will create many new problems 
for the retailer, resulting in drastic and 
unique innovations in retail merchandising. 
But none will affect the displayman more 
directly than the very rapid trend toward 
self-service selling. This type of selling 
involves the use of open display techniques 
similar to those practiced by variety and 
chain stores. The cause is to be found in 
the diminishing reservoir of sales personnel 
and the use of untrained recruits to partly 
fill the gap. Loss of experienced sales 
people to the armed forces and war indus- 
tries is, of course, responsible for the seri- 
ousness of the situation. 

Fortunately the use of this new technique 
in retail selling affords a rare opportunity 
to the display profession to bring into play 
the showmanship for which it is expertly 
qualified by particular experience and _ skill 
in the dramatic display of merchandise. 

Even though this new technique may fol- 
low along the lines of open display as used 
so successfully in the retail stores distribut- 
ing low-cost merchandise, its use to sell 
higher merchandise in addition 
should prove equally resultful. The extent 
to which self-service selling will succeed in 


priced 


America’s department stores may depend en- 
tirely upon the studied endeavor of progres- 
sive displaymen to produce a new type of 
open display that at the same time provides 
the simplicity of its prior use together with 
the attractive and attention-compelling pres- 
entation which only skillful display treat- 
ment can achieve. 

Here then is that infrequent opportunity 
whereby displaymen everywhere can apply 
themselves to the problems involved and 
evolve by the use of their experience, ar- 
tistry, skill and imagination an entirely new 
type of open display that will stop store 
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traffic and induce sales that will vie with 
the results previously achieved by trained 
sales personnel. 

Then truly will the displayman become a 
display merchandiser. 

Display 
Must Go On! 

An unusually large hegira by displaymen 
to New York City this month from all parts 
of the country offered proof that display will 
retain its essential position in retailing dur- 
ing the uncertain year that looms ahead. 
The leading department and specialty stores 
were represented, stores whose names in- 
clude the most progressive management in 
the retail field. 

One might well inquire as to the cause of 
this sudden and unexpected caravan of dis- 
playmen into the Eastern display market. 
The answer can be found only in the fact 
that smart retailers found it necessary to 
protect their competitive local positions by 
providing adequate display props for the 
coming year. 

Even in a seller's market, retailers are not 
willing to risk public favor by less attrac- 
tive window and interior displays. With a 
really critical man-power shortage, strained 
transportation facilities and shrinking inven- 
tories of the heavier display properties, re- 
tailers realized that they must anticipate 
their display requirements if they are to be 
certain to maintain the display standards for 
which their stores are noted. 

Perhaps this is a positive warning to the 
entire display profession that it is the pru- 
dent course to make arrangements for spring 
display requirements much earlier than 
heretofore was deemed necessary. 


Cocktail And Smorgasbord Party 
Honors Display Visitors 

In honor of more than 100 display man- 
agers visiting New York City, as well as 
other industry representatives, Jas. B. Wil- 
liams, Inc., presented a cocktail and smor- 
gasbord party on the evening of December 9 
at the firm's lower floor showrooms at 498 
Seventh avenue. 

The occasion also marked the company’s 
formal 1943 opennig, with new mannequins 
created by Mary Brosnan, Inc., being shown 
in addition to other products of the Williams 
organization and its associated display cre- 
ators. 

Thirty-six display executives of the Asso- 
ciated Merchandising Corporation from all 
parts of the United States were in attend- 
ance, making the event a part of their one 
week’s stay in New York during which they 
discussed display plans and programs for 
the coming year. 


Spring Folio Issued 
By Bulkley, Dunton 

The completion of a display brochure en- 
titled “New Spring Folio” is announced by 
Bulkley, Dunton & Co., 295 Madison avenue, 
New York City. It contains a number of 
outstanding designs contributed by leading 
American display artists. A large percent- 
age of the designs are patriotic in nature, 
making a direct tie-in with the various Bond 
drives promoted by the Treasury department, 
or the other patriotic display programs which 
stores will carry out during the coming 
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months. Copies of the falio are availab 
on request from the above address, or 
2635 South Wabash avenue, Chicago. 





Stensgaard Acts Host 
To AMC Displaymen 

A display event of considerable intere-t 
was the luncheon for the display directo 
of the department stores comprising t! 
Associated Merchandising Corporation, D 
cember 10, at the Rainbow Grill, R. C. 
building, New York City, during the annu:! 
conference of the group, given by W. |. 
Stensgaard & Associates, Inc., Chicago. T} 
luncheon was presided over by W. L. Sten 
gaard, who came to New York City for the 
occasion. In addition to the AMC display- 
men, other visiting displaymen were guests, 
and it was indeed a notable gathering oj 
display specialists. 

Other honored guests were Paul H. Bolton, 
Chief of Campaign Section, Office of D« 
fense Transportation, Washington, D. ¢ 
Richard G. Meybohm, manager of the Sales 
Promotion Division, National Retail Dry 
Goods Association; F. Edwards, chairman, 
Mother’s Day Committee; J. W. Mettler, 
chairman, Father's Day Committee;  P. 
Thompson, assistant director, AMC; Carl V. 
Haecker, assistant to the president, W. 17 
Grant Company, and representatives of the 
leading publications in the merchandising 
and display field. 

The remarks by these notables were most 
inspiring and indicated the need for new 
thinking and development in keeping dis- 
play attuned to new conditions caused by 
war times. Particularly noteworthy were 
the presentations by Meybohm and Haecke1 
on the new Victory Display Committee pro 
gram, on how it will function in coordination 
with the new Retailers’ War Campaigns 
Committee, whereby retailers will sanction 
and aggressively participate in the VD¢ 
program, through the various national re 
tail trade associations. 

The generous applause at the close of the 
luncheon offered positive proof of the ex 
ceptionel interest with which the program 
was received. 








OFFICIAL RETAIL WAR CAM- 
PAIGN SCHEDULES FOR JANU- 
ARY AND FEBRUARY 


Fuel Conservation—The entire month 
of January. 

Conservation of Household Equipment 
—January 4-9. 

Conservation of Family Apparel—Jan- 
uary 11-16. 

Conservation of Your Car — January 
18-23. 

Household Salvage—January 25-30. 

War Bonds and Stamps—A Continu- 
ing Campaign to be tied in with all 
campaigns. 

Theme for Month of February—‘Your 

Family’s Health and the War.” 

Walk and Carry—February 1-13. 

First Aid at Home—February 1-13. 

Fuel Conservation and Your Health— 
February 15-27. 

Nutrition—February 15-27. 

War Bonds and Stamps—Month-long 
Promotion. 
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AN INEXPENSIVE SUBSTITUTE 
for REAL LEATHERETTES 


Crush Grain has all the surface character of fine Spanish 
leather. Embossed for depth, high-lighted for beauty. 
Produced on strong, pliable paper with washable sur- 
face. Available in the following Spring and Summer 
Styled-to-Fashion colors: Rose Pink, Light Green, Sky 
Blue, Light Tan, Cream and Spanish Yellow. 1 to 12 
rolls, $1.95 per roll. Metallic and Dark Colors: Maroon, 
Xmas Blue, Xmas Red, Xmas Green, Gold, Silver and 
Copper. 1 to 12 Rolls, $2.25 per roll. ROLL SIZE, 48” 
wide x 25’ long. Sample Folder on Request. 


Write for your FREE Copy BU LK LEY, DU NTON & CO. 


of “NEW DISPLAY FOLIO Display Papers Division 
SPRING & SUMMER 1943” New York—295 Madison Ave. Chicago—2625 S. Wabash 
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MADISONIA 
MANIKIN REFINISHING 


795 Broadway, New York City 
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Send for Free Copy 
“10 TIPS ON 
MANIKIN CARE” a 
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LEOPOLD C. SCHMIDT 133 West 23rd St., New York 
SCULPTOR 
61 Nelson Ave., Jersey City, N. J. 


Manufacturer of Mannequins. Maker of Lester 
Gaba Mannequins will continue this line. Also 
repairs and refinishing. 
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York, has returned to sing nightly, accom- 
panied by Josh White and his guitar. 

At the Monte Carlo, Franklin Hughes, 
who, as you may remember, was_ respon- 


sible for the clever South American 


there this summer, has again created a 
startlingly original and enjoyable’ back- 
ground for a good time. His color scheme 
is always simple. This time it is mostly 
red and white. There is a red and white 
checked design on the carpet (big blocks 
like linoleum), curving red banquets with 


curving parallels, and in a 
huge canepy ot 

red overhanging the dance floor. 

effect of 
fireworks achieved by means of lights which 
pattern 
wall. The 
lightly 
sequins are an 


white fringe in 
fire-house 
Most in- 


shooting 


smaller room a 


teresting, however, is the 


play continually upon a = skyrocket 
of sequins pasted on a blue felt 
sprays of fireworks are 
and the 


Hughes, 


outline ot 


painted in- silver 


invention of being made of all 


shapes and colors of metallic paper. Sewn 


on the curving bar, which is covered in rel 


felt, are large glass sequins. 


The DISPLAY PARADE 


NO. 44 


decor 
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Leading from the bar into the main room 
is a doorway cut into an ‘abstract shape 
by the curving arch of a mirrored wall. 
Above the curving red banquet in this room, 
the mirrored;wall continues right up across 
the ceiling where it stops in a curving line. 
another bar, Hughes has hung a huge 
candelabra with large mirrored 
pendants hanging from it; 
wound around it is a strand blue 
with each bead the size of a golf ball. The 
candelebras are echoed in the main 
where a hundred of them polka-dot the mir- 
rored wall, the slim white candles 
from the white plaster holders. Chairs are 
of white with red padded seats. 


Over 
white plaster 
lozenge-shaped 
beads, 


room 
shooting 
wicker 


ON EXHIBITION 

With every day 
material long vital to display gone from 
the market, “Inventions For Victory,” the 
current exhibit at the Brooklyn museum, is 
gratefully by 


bringing news of another 


welcomed display as well as 
other 


some of the 


is an attempt to 
that are 
coming out of the war and which bring hope 
fuller 


many industries. It 


show new products 


of a world when the war is over. 


—by Tony Brinker 
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A MEMBER OF THE BOARD OF 
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Most interesting, therefore, are the plastics 
glass, and plywood sections of the exhibit 
for these are the materials that have come 
of age in war time. The exhibit shows sam 
ples of the new impact-resistant, durabk 
glasses such as “Foamglas,” as well as man 
ot the new glass applications which rang: 
from kitchen sinks to hose nozzles. It show: 
the remarkable architectural achievements i1 
prefabricated housing made from plywood 
and the low furniture units that car 
be built with this material which is growing 
ever stronger as its bonding strength im 
proves. In the plastics section are show: 
the new materials, the wrinkle-proof fab 
the non-inflammable curtains, the moth 
proof, dirt resistant, wear-resistant rugs, an 
the new transparent, flexible materials which 
are being used for everything from industrial 
gaskets to upholstery. 

The displayman who comes away from an 
exhibit like this with his head whirling witl 
the thought of things to come will 
interested in the new wartime edition ot 
Christy Borth’s book, “Pioneers ot Plenty,’ 
which tells the chemurgy; the lab 
oratory organic chemists 
which have paved the way for these 
miracles. Borth tells how milk and sun- 
light and pine trees and paper and all the 
hitherto unused raw materials and wasted 
labor are being put into productive and 
forms by the modern alchem 
ists. This is the story behind the 
the paint and varnish and silk and 


cost 


rics, 


also. be 


story of 
discoveries of the 
new 


cially usetul 
tools of 


display, 


plastics, in all their many forms. 

“Pioneers of Plenty,” by Christy Borth, Bobbs 
Merrill Company, 468 Fourth Avenue, New York 
City; $3.50, 410 pages. 


Duncan Goes East 
To Palais Royal 


The rumor that Kenneth Duncan, Gimbel 
Brothers, Milwaukee, was resigning to join 
a store in the East, as reported in the No- 


DISPLAY 
been with the 
his appointment as display director for the 
Palais Royal, Washington, D. ¢ Also join 
ing the Palais Royal is Miss E. Daggs, for 
merly with R. H. Macy & Co., New York 
City; she will serve as art director. 

Gimbel’s is 


WORLD, has 


announcement ot 


vember issue of 


contirmed 


Duncan's successor at Einar 


Larson, who has been with the organization 


since 1936. Prior to that time he was a 
member of the display staff of another large 
Milwaukee department store. Since joining 


Gimbel's six Larson has done 


considerable art work, designing, and sculp- 


vears 


ago, 


turing. Shortly before the war he spent 
some time in Paris, on a store-sponsored 
trip, studying certain phases of sculpturing 


which he has since applied to display. 
Former Displayman 
Dies, Aged 75 


One-time display manager for Hens & 
Kelly Company and later for Weiseman 
Kiss Company, Buffalo, Edward J. Miller, 


Sr., died recently in that city after a lengthy 


illness. He was 75 years old. Surviving are 
two sons, Edward J. Jr.. and Samuel S., 
and a daughter, Mrs. Clara A. Wirth. At 


one time Miller operated a dry goods store 
at Niagara Falls; he also served as depart- 
ment manager for Walter E. Bedell Com- 
pany and the J. Siegrist Company. He 
had been retired for about ten 


years. 
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New Regulations Provided 
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For Eastern Dimout 


The following extracts are trom dimout 
orders put into effect November 20 by the 
U. S. Army Second Service Command for 
the three states of New York, New Jersey, 
and Delaware: 

“Any light visible from out-of-doors that 
can not be extinguished, completely ob- 
scured or reduced in intensity in accordance 
with standard War Department blackout 
specifications within five minutes of the 
sounding of the signal for a blackout, shall 
be permanently extinguished. 

“Interior lighting of buildings used for 
residential or commercial purposes, or both, 

. shall be shaded or otherwise controlled 
either at the source of light or at the open- 
ings of such buildings in such a manner that 
the source of light shall not be directly vis- 
ible from any point outside of said building. 

“All exterior lights used for... 
for holiday decorations, and all other exte- 


marquees, 


rior lights not specifically covered by other 
regulations herein, shall be 
shielded in such a manner that no source 
of light will be visible at an angle less than 
45 degrees below the horizontal. Such 
lighting shall be further limited as follows: 
(a) In no case shall the lighting as meas 
ured on the open area exceed one foot candle 
at any point; (b) in no case shall the total 


permanently 


wattage used exceed the following limits: 
for incandescent bulbs, one-eighth watt 
per square foot of lighted area . . . for 
tubes, one-sixteenth watt per 
square foot of lighted area. 

“All exterior advertising signs, howevet 
illuminated, shall be extinguished. 

“Interior lighting of stores, show windows 

and all other interior lights, not spe- 
cifically covered by other regulations herein, 
shall be extinguished, or in lieu of such 
extinguishment shall be dimmed, shielded or 
otherwise controlled in such a manner as to 
prevent the source of light being visible 
from above the horizontal, and also so as to 
prevent the escape of light from such build 
ing in excess of two foot candles, as meas- 
ured by a photronic cell held at any point 3 
feet from any window, door, or other open 
ing of such building or establishment. 

“For the purpose of 
suggestions for accomplishing 
pliance with the above regulations are: 

“(a) Where show or display windows are 
lighted by incandescent bulbs and 
bulbs are shielded in a manner to prevent 
them from being directly visible from the 
outside and such display window is sepa- 
rated from the main portion of the store or 
establishment by a partition or other baffle, 
it has been determined that the escape of 
light will not violate these regulations if 
no more than 10 watts per linear foot of 
window space is employed. 

“(b) Where tubes are em- 
under outlined in 
paragraph (a) above, it has been determined 
that the use of 5 watts per linear foot of 
window space is permissible. 


fluorescent 


these regulations, 


some com- 


such 


fluorescent 


ployed conditions as 


“(c) Where the interior of the main por 


tion of stores, restaurants and other phys 


ically similar establishments is exposed to 
exterior view by large windows or openings, 
found that the 
Wattage to one-eighth watt cer square toot 


it has been restriction ot 


of floor space is effective. 


“(d) Where it is desired to increase the 
wattage stated in notes (a), (b), and (c) 
above, the use of fine mesh tabric curtains 
at the windows, or filters or other methods 
or devices may be employed to limit. the 
escape of light to that permissible as stated 
above.” 


Display Contest 
For January 

Linens & Domestics magazine, 1170 Broad 
way, New York City, is sponsoring a win 
dow display contest during the month ot 
January, open to display 
retail store with a 
Prizes of Was 
given for the windows which best dramatize 
the slogan of the National Cotton Council 
for January white sales 
ited.” The following prizes will be awarded, 
all in War Bonds and Stamps: first, $50; 


second, $25; third, $15; fourth, $10; and _ five 


managers of any 
domestics department 


Bonds and Stamps will be 


“Freshness Unlim 


prizes ot $5. 


The windows must be unveiled to the pub 


lic during January. The contest closes on 
February 1. Two dollars will be allowed 
for each photograph entered. The judges 


are the publishers of Linens & Domestics 
and Advertising Age, and a member of the 


National 


available window 


Cotton Council. Information on 


display material can be 


obtained trom the sponsor. 


Display Company 
Is Purchased 

National \dvertising West 
minster, Md., has bought the firm ef Inter 


Company, 


state Displays, Inc., Buffalo. The main office 
for the two companies will be in Westmin 
ster, but the Buffalo office will be maintained 
for Interstate small 
display signs. 


Displays, producer ot 


Mixon Promoted 
By Kresge's 
Formerly in charge of window display fot 


Newark, Wil 


the Kresge Department Store, 


liam E. Mixon has been appointed general 
display director. Winston Jones, an assist 
ant in the display department of Lord & 
Taylor, New York City, will fill Mixon’s 


former post. 


Fall Results In Fracture 
For Mrs. Brischo 


Mrs. James Brischo, whose husband oper 
ates The Brischograph Company, Columbus, 
Ohio, suffered a fractured leg as the result 
of a fall recently \t last reports she was 


convalescing satisfactorily. 





A WISH... 


It is with a keen sense of 
eratitude that we mark the 
close of a very successful 
vear. In extending to our 
many friends our best 
wishes for a joyous Christ- 
mas, we express the hope 
that the New Year will see 
the dawn of peace through- 


out the world. 


1+» AND A PROMISE 


Despite material shortages. 


SPRING LINE of 


our 


Displays and Decorations 


promises to be one of the 
finest we have ever pre- 
fresh as a 


strik- 


sented —— new. 
breath of Spring 


ingly original. 
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POSEN REPLIES TO STENSGAARD 
.. » AND VICE VERSA 
[Continued from page 18] 


of window space directly to departments, so 
that objection to using windows 
for war promotion doesn’t give stores or 
displaymen too much trouble. And _ surely 
there must be more than one plan that is 
sound or workable for stores in promoting 
the war effort! Perhaps 1 misunderstand 
Mr. Stensgaard’s suggestions, but it seems 
to me that such a strip down the middle of 
a window as he proposes would not do either 
merchandise or the war effort 
In very short order, such 


specious 


the store's 
any lasting good. 
a strip would be just another thing in the 
window, something which would tend to lack 
real drama and something which the public 
would probably pass right by, thereby nulli- 
fying its effect. There are very few bigger 
stores that couldn't afford a window or two 
almost continuously to tell a war story of 
one kind or another. And | strongly sus- 
pect that there are more stores doing this 
exact thing than we realize. Dramatic pres- 
entations of this kind, changing weekly or 
bi-weekly, center the attention of the 
public in a much more effective way on the 
important things than “dutiful” and “canned” 


Call 


presentations. 

Frankly, | get a little peeved with blanket 
criticism of an industry as big and as sin- 
cere and as capable and as effective as the 
retail business. I respectfully submit to all 
display manufacturing organizations that if 
they will split their costs on war displays 
with retail stores throughout the country, 
there will be such an increase of window 
displays that would delight even Mr. Stens- 
gaard. 

x ok x 

Stensgaard’s reply follows: 

We are glad to know that you are the ex- 
ception, Mr. and many fine 
stores like yours. 

We are glad to know that had President 
Roosevelt passed your store, he would have 
found what he wanted to However, 
the windows he did pass apparently were 
not emphasizing the Victory theme. That's 
what he wanted to see prominently and its 
absence prompted his criticism. As reported 
by Time, November 2, pages 83 and 84, Pres- 
ident Roosevelt said: 

“Three-fourths of the display windows are 
crammed with luxuries—just luxuries. If the 
merchants would only put these luxuries out 
of sight, people would not ask for them. If 
people would not ask for them, shop keepers 
would not try to reorder them. If shop keep- 
ers did not reorder them, manufacturers 
might conserve vitally needed manpower.” 

I have to agree with him—for it is my 
experience that continuous and consistent 
Victory display windows are the exception 
and not the rule. 

At the risk of being a bit controversial, 
I want to answer you, Mr. Posen, and ex- 
plain the position I have taken which I hope 
will be regarded as constructive and helpful. 

When I talk retailers, | am_ not 
addressing myself specifically to department 
stores but rather to the entire retail field. 
After all, department stores represent less 
than 5 per cent of the total retail outlets 
on Main street. 

It was not my intention to deal with the 


Posen — you 


see. 


about 
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mechanics of how capable display directors 
could use window space to bring wartime 
messages to the public. I merely recom- 
mended that they overcome the impression 
that windows “are crammed with luxuries.” 
I specifically suggested that if one-third of 
a window was devoted every day to a war- 
time message or poster or dramatization that 
American store windows would be doing a 
wartime job and an impression such as 
President Roosevelt has visualized would be 
impossible. 

Let me suggest further that a store could 
use the valance section and the two sides 
of a window or they could use one-third of 
the window at each end, or could place a 
display in the center section at the back- 
that matter. My purpose is 
merely to set forth some specific method, 
many times suggested ways and 
means deal only in generalities because we 
are afraid of the specific. 

I truly believe that had President Roose- 
velt gone up and down Main street and 
found most stores doing a real job to help 
publicize the need to conserve rubber, the 
problems of transportation, the rationing 
program, war bond sales, price ceilings, Red 
Cross, USO, conservation of man_ power, 
material shortages, lend-lease, grease, fat 
and scrap conservation, and all the many 
important activities of our war, he possibly 
might not have cracked down on retailers, 
criticizing their lack of cooperation by de- 
voting their windows almost entirely to the 
display of luxury goods. 

I am thoroughly sold on the power of 
windows to get across an action-provoking 
presentation of any subject. Because of my 
years of study, I am a bit prejudiced but I 
truly believe that windows are a more pow- 
erful influence per dollar expended than any 
other form of promotion or publicity. 

I am glad you can show that you have had 
hundreds of window-weeks devoted to the 
war effort. But, can all stores in every class 
prove such a contribution? 

Hundreds of good retailers that I have 
talked with like the consistent display idea. 
Many have written me to that effect. As an 
example of how one of America’s leading 
stores accepted my suggestion immediately, 
I am quoting herewith a letter received from 
Clinton Clark, display director of the Mil- 
waukee Boston Store. He furnished me a 
set of six photographs to show how his store 
has interpreted the plan, devoting a certain 
section of every window every day to a help- 
ful display of the war program. Mr. Clark 
says: 

“T am sending you a series of window 
photographs showing our interpretation of 
your suggestion that stores devote a certain 
portion of their windows to a continuous 
promotion of Victory displays. 

“This month we are devoting the valance 
and side wings of our principal windows to 
the sale of War Bonds as the ‘Greatest Gift 
of All’ In January we will carry out a 
similar display for the ‘January Clearance 
of War Savings Stamps.’ 

“While we have at least one full window 
devoted to government agency at all 
times, we believe this treatment will be the 
means of conveying a greater impression to 
the public on the importance of buying War 
Bonds and Stamps. 

“Thank you for the suggestion.” 


ground, for 


since too 


some 
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Your reply to my article seems to overlool 
entirely the origin of the criticism that 
prompted it. It came from President Roose 
velt, not from me. However, I agree wit! 
President Roosevelt because my observatio: 
even to this day is that stores devote almos: 
all of their windows to the display of lux 
ury merchandise. Of course, this is natura 
when business is very good. However, if w: 
are sincere about rendering a service tha 
will be helpful to winning the war, I belieyv. 
we must give up something. 

Richard G. Meybohm, manager of thx 
Sales Promotion Division of the Nationa 
Retail Dry Goods Association, has just mad 
this statement which forecasts an eve 
greater cooperation on the part of the store 
with the war effort: “Faced with an almost 
unpredictable merchandise situation cause: 
by an ever-increasing diversion of produc 
tion from civilian goods, the job of ‘selling 
in a period which contrasts an ebb of pro 
duction against a peak of demand might not 
on the surface appear to be important. 

“The needs and wants of the American 
people have and will continue to change as 
the full impact of war is felt. 

“I insist, then, sales promotion methods 
must also change. As a substitute imple 
ment to draw traffic and to keep those nec- 
essary daily contacts with customers, stores 
might well become centers of wartime infor- 
mation; to the establishment of bureaus oi 
information, lectures, forums, instructive 
classes and the like. 

“Many of the special promotion days and 
weeks have been eliminated for the duration. 
Historical data dealing with the war and 
government regulations have been substi- 
tuted.” 

In my article, I said that American stores 
are now devoting a large amount of window 
space to the war effort and I estimated it 
to be at least half a million window-weeks. 
However, with all of this, President Roose- 
velt gained an unfavorable impression and 
related it to the press. 

Your good store may be the exception 
and so may others, but we are talking in 
terms of all stores, whether they be depart 
ment stores or grocery stores or drug stores, 
because the total makes up the overall im- 
pression-one gets from Main street. 

My attitude is not a “Blanket Criticism” 
and if you will consider a complete and 
careful re-reading of my first article, it will 
show an unprejudiced intention to be only 
constructive and helpful by specific sugges- 
tion. 

I am happy to report that the majority of 
impressions and reactions that have come 
to me since the appearance of my article 
are different and much more favorable than 
those you have expressed. Again you are 
“the exception that proves the rule.” <A 
typical letter is one from Carl V. Haecker, 
assistant sales promotion manager, W. T. 
Grant Company, New York City: 

“Congratulations on the fine article you 
prepared for the November issue of DIS 
PLAY WORLD. 

“It certainly hit the nail on the head and 
the only regret that I would have at all 
is that this excellent letter doesn’t get to 
more of the executives in our retail stores 
throughout the nation. Perhaps there is 


some way this article could be prepared 
in... some of the other periodicals that 
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would get to the heads of organizations and 
do some additional good. 

“At any rate, it was the usual good Stens- 
gaard approach. 

“Again, congratulations on your vision and 
your courage.” 

It is good to know that America is kind 
to all of us and allows us free thought and 
free speech. We can profit by Macaulay’s 
wise observation that “men are never so 
likely to settle a question rightly as when 
they discuss it freely.” 





French Resigns |. A. D. Post; 
Summoned For Army Duty 

Albert J. French, managing director of 
the International Association of Display 
since the latter part of June, 1942, has been 
summoned for army duty and consequently 





—Capt. Albert J. French— 


has resigned his post with the association. 
French, with the rank of captain, was or- 
cerel to report at the Seneca Ordnance 





Depot, Romulus, N. Y., on November 18. | 
In addition to his work for the I. A. D., | 


French had been assistant general man- 
ager of The Leavitt Stores Corporation, 
Manchester, N. H., for the past eight years. 

For the present, at least, no successor 
will be appointed. Ray W. Parks, presi- 
dent of the association and display direc- 
tor for the Manchester firm, will handle the 
managing director's duties as well as_ his 
own. 

In his letter of resignation to President 
Parks, French said: “Please accept and 
extend to the members of the board of the 
I. A. D. my resignation as managing direc- 
tor... and believe me that the success 
of the I. A. D. under your direction repre- 
sents my fondest desire, and that my full 
support is assured to the I. A. D. and 
yourself.” 


Maharam Offers 
Dim-Out Materials 
Recent brochures from Maharam Fabric 
Corporation, 130 West 46th = street, New 
York City, offer a variety of dim-out and 
black-out fabrics ranging from duvetyne and 
leatherette to “Dim-Out Sheer.” The lat- 


ter is featured for dim-out display, and it is | 


said that tests have proven that curtaining 
windows with this material eliminates 70 per 
cent of the light reflection that contributes 
to sky-glow. When the material is hung 
flat against the glass on the inside of the 
window, the merchandise displayed is clearly 
visible and is said to be undistorted. Samples 
and complete information can be had from 
the address given above. 
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HE Spirit of Valley Forge, of Fort McHenry, 
of the Argonne and Chateau Thierry — the 
spirit of American Liberty—is alive today. 
May this Holiday Season find the enemies of 
Democracy overthrown; may 1943 crown 
our struggle with success and bring peace to 


our Nation and happiness to each one of us. 


SCHACK'S 


319 W. VAN BUREN ST. - - CHICAGO 

















TONIC for the New Year’s Sales! 
EATON 


GRASS MATS 


eStart off 1943 with fresh, colorful eye- 
catching displays. New Eaton Grass 
Mats are real merchandising ‘‘tonic’’— 








giving your window the appeal that 
rings cash registers. Eaton Grass Mats 





are expertly constructed, velvety smooth, 
power-dyed for lasting color, fire-proofed 
and mildew-proofed. Can be re-used 
many, many times. Order today from 











your display jobber. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 











THAYER & CHANDLER AIRBRUSH 
' forthe particu lar artist For Victory 
— . Buy U. S. Defense 
om ele STAMPS and BONDS 


THAYER & CHANDLER 
910 W.VAN BUREN ST._ CHICAGO.ILL 
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| Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 
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— Pacific Mills’ "Victory 
thimbles are the basis of c 
complete store promotional 
set-up which is being dis 
tributed exclusively through 
Pacific's selected wholesalers 
Included are the display ma- 
terials pictured at the left— 


—Sherwin-Williams hammers 
home the story of ‘Kem 
Tone" with this eye-arresting 
card. It is produced in color 
and a third-dimensional con- 
struction permits the inser- 
tion of an actual "Roller- 
Koater." Produced by Forbes 
Lithograph Company, Bos- 
ton— 


—Developed in seven colors 
by Einson-Freeman Company, 
Long Island City, N. Y., the 
Christian Brothers wines and 
brandy display is 21 inches 
high by 14 inches wide. It 
is made of cardboard with 
a base for the bottles. It 
features a stained glass mon- 
astery window on translucent 
parchment and is lighted 
from behind. It conforms to 
dim-out regulations, having 
1.8 f. c. p. at a distance of 
| foot— 


—Ruppert's believes in color- 

ful eye-catching displays— 

as witness this one featuring 

the scarecrow and the har- 

vest maid. Designed and 

lithographed by Einson-Free- 
man— 


—The National Needlecraft 

Bureau, New York City, is 

furnishing department stores 

with display material of the 

type shown here in connec- 

tion with National Sew and 
Save week— 


—Sports Guild, Inc., is fur- 
nishing department stores 
handling its products with a 
new idea in_ point-of-sale 
display —lovely silk screen 
process reproductions of orig- 
inal designs by Marcel 
Vertes. The reproductions, 
measuring 70 inches by 66 
inches, were executed by 
Creative Printmakers Group, 
New York— 


—Krueger beer presents this 
autumnal scene as a new 
display piece, complete with 
side cards. Einson-Freeman 
did the designing and litho- 
graphing— 
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Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 








FALL DISPLAYS 





A FEW MODELS STILL AVAILABLE 


While limited stocks 
last, you can still get 
FLEXOACTION turn- 
tables. Write today, to ~ 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 


MANNEQUINS 
4, MILEO 


Since 1900 








Creator 


Now: Highly stylized manne- 
quins created by sculptors who 
know fashion. The feature of our 
1943 line. Up-to-the-minute hair-do's. 


7 West 36 St New York 


Bet. 5th & 
* 6th Aves. 








Please Mention DISPLAY WORLD 
When Writing Advertisers 
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DISTINCTIVE TREATMENTS 
Qo] 


his usual procedure 
Kehrt 


being 


[Continued from page 
Following 
all his properties, 

horse 


Cincinnati. 

of building 

structed the 
through his paces 
The body of the 
excelsior, moulded place 
wooden framework. 
built up, the 
and held in place 
finally 
held 

wrapped around 
tail of 
glass balls. 


con- 
put 
mannequins. 


which is 
the two 
was formed by a 


by 
horse fine 


in strip by strip 


over a One side at a 
time 
wrapped on 
twine. The 
white grass 


excelsior being 


with 


was 
strong 
body was covered with 
with 
the 
spun 
The 


with 


matting, in place 
thread 


and 


white 

The 
while 
and 


heavy 
body. mane were 
the eves 

saddle 
sequins Cecorations. 
cut from 
vet. Purple sand filled the small ring made 
of wall the window floor 
covered with clear shredded cellophane. 
backdrop Blue lighting 
relieved by on the 


were 


glass, 
of velvet 
The 


and covered 


harness were 
shoes 


for horse 


were wood with vel- 
Was 


The 


Was 


board, while 


was purple. 
used, white horse. 

Next 1s a “Seabees” window by H. 
K. Melnicove, The Hecht Company, Wash- 
one of a group of displays now mak- 
ot 

The diorama, 
the Navy 


of this 


used 


ington 
the 
stores throughout the country. 
is the 


ing rounds of a number well-known 
work of 
\nother 


this month’s cover. 


realistic, 
department. 


unusually 
camouflage 
series appears on 
To the group is 
treatment by R. EK. Moriarity, 
Dallas, to celebrate 
window was masked off with wall board 
up the and cut 
away to form the outlines of a Scout's head 
At the left 
Scouts, while at the 
businessman to 
boy of today is the 


interesting 
Broth 
week. 


an 
Sanger 
Scout 


conclude 
ers, Boy 
The 
brought right against glass 
shown 
right 
exemplify 


was 
appeared a clean- 
the 
man of tomorrow.” 


cut slogan, 


“The 


Coy, Disbrow Thanked 


By Service Center 

The Men's 
forwarded a letter of appreciation to Warren 
Gallagher, Disbrow & Co., 680 Green 
wich New York City, for the 
donation of a Santa Claus 
seasonal decoration of the 


Chicago Service Center has 
Coy, 
com 
to 


Center. 


street, 
pany’s huge 


aid in the 


Hull Succeeds St. Clair 
At Rorabaugh's 
The 


play manager 


Hull as 
Wichita, 
assistant 
the 


dis 
has 


Harold 
Rorabaugh’'s, 
He 


who 1s 


appointment of 
for 
announced. was formerly 


St. Chair. 


been 


to Leo now in navy 


Houston Displayman 
Now In Army 
Formerls Roe 
buck & Co., 
now in 
United 


display manager tor Sears, 
Houston, H. D. Ts 
the publi 

States Army 


mmilinson 1s 


relations service of the 








>AIR BRUSH 
CATALOG 


MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 


“In 1891 
we 





a typical group of | 


| 


| 6 E. Lake St. 





MAKE 1943 


a profitable year with 


FLOCK 


You have many problems tcday in pro- 
cucirg attractive displays. what with 
material shoriages and labor scarcities. 


But you'll lighten your burden if you 
begin specializing at once on flock fin- 
ished displays. Flock provides that mod- 
ern, velvety and beautiful finish that will 
increase the demand for your displays. 


M-L FLOCK is famous for its uniform 
quality and its wide range of colors. 
That is why it is the preferred flock in 
informed display circles. 


Be Sure To Use 


M-L FLOCK 


For Best Results 


MYERS-LIPMAN 


WOOL STOCK COMPANY 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 











eFABRICS 


@KWILT BLOCKS 

@ LEATHERETTES 

@ CRASHES 

@€ ROPINGS 

@GRASS MATS 

@FISH NETS 

@CORK PRODUCTS 
@ | @FIBRE: MATTINGS 
@ LAMILUXE 
@ VELURSTRIPES 
@DISPLAY PAPERS 
@ ARTIFICIAL FLOWERS 
@ PANELS 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 


a 
FYN ATS CORPORATI Oo mM . 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 
819 Santee St. 


St. Louis 
915 Olive St 


Chicago 
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Contest Rules Released 
For "Sew And Save" 


Three classifications have been made for 
the display contest to be held in connection 


with National Sew and Save week, spon- 
sored by the National Needlecraft Bureau, 
385 Fifth avenue, New York City. In the 
larger stores group, first prize is $100, with 
$50 being awarded for second prize. The 
same awards will be made in the smaller 
stores division. In the chain stores group 
the first two prizes will be $100 and $50, 


respectively, with a third prize of $25. 


The displays may take any form and use 
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any kind of display treatment or arrange- 
ment, providing that fabrics, notions, and 
patterns are featured to support the theme 
of the promotion—Sew and Save. 
photograph submitted (5 by 7 inches or 
larger) of different window displays, $2.50 
will be paid. The displays must be in effect 
during February 20-27, inclusive, and pho- 
tographs may be submitted up to midnight, 


March 15. 


Interior Display At Namm's 
Handled Entirely By Girls 


Significant of the shortage of manpower 


For each 
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WANTED—DISPLAY SALESMAN 


lo represent us in retail stores to sell manne 


quin refinishing to displaymen This work 1s 
easy to sell and increases your annual earn 
ing No samples to carry Write at once to 


MANNEQUIN REFINISHING SERVICE 
5851 Easton Ave. St. Louis, Mo. 


ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 








Home Study 
“LESSONS IN WINDOW DISPLAY” 
\ low priced, practical and up to-date course 


covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin 
ner. Over 500 pages with 1,000 sketches to show 
you how Write for circulars 


WILL H. BATES, Box 101, Ellsworth, Il. 





BARGAINS—100 TURNTABLES 
Complete with 8-inch, 12 or 18-in. disc. 
While they last, must close out) Operate on 
A.C. Can also be had for universal current. 
Ideal for Christmas and holiday displays. 

Goodman Flexible Sleeve Form Co. 
19 West 34th St. New York City 








WINDOW TRIMMER 


lo act as assistant to display manager of a de 
partment store in a thriving Southern California 
city. Please outline your experience and give 
your draft classification in your letter of ap 
plication 


\ddress WALKER’S 
San Diego, Calif. 











DISPLAYMAN WANTED 
Draft exempt. by established men’s cloth- 
ing store. Ohio city. Ideal working con- 
ditions. Permanent position. 
Address “C. H.” 
Care DISPLAY WORLD 








SALESMEN WANTED 


Sell complete line of popular priced lightweight 


mannequins Excellent opportunity for man 
with following to earn additional income Un 
usually attractive commission State territory 


Addre ss a? ag 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 


DISPLAY MANAGER 


Now employed with same firm 12 years in Los 


Angeles, Calif., desires change. Expert in all 
phases of modern window merchandising and 
interior displays 27 vears’ experience. QOut 
standing references. Want permanent connec 


tion. Must be high class firm. Address “QO. C.” 
Care DISPLAY WORLD 








POSITION WANTED 


Six years experience trimming men’s and wom 


en’s ready-to-wear Versatile on backgrounds 
and display pieces Excellent references. Will 
go anywhere Married, with family, and 3-A 


‘lassification 


FORREST DILLON 
930 East 7th Street Pomona, Calif. 


SALES AGENT AND MANAGER 
With vears of experience in large scale s*lling 
desires to market nationally a line of products. 
Free to travel the entire United States to sell 
direct or form agencies. Not subject to draft 
Advise what you have to offer and terms. 


DAVID LUTZ 
North Hills, Pennsylvania 








WANTED—WINDOW TRIMMER 
and show card writer for men's clothing 
and furnishings store. Must have good 
references and state nationality. 

THE HUB 
Springfield, Ohio 


PROMINENT DISPLAYMAN AVAILABLE— 
23 years’ experience all lines. Cards, signs, 
backs, ete. Specialist masculine’ wear. 17 
years present firm. Change own accord. Middle 
ige. Draft exempt. Reliable. trustworthy, en 
ergetic. Ample executive ability. South pre 
ferred. Consider combination position, Address 


“M. M.,” care DISPLAY WORLD 














USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 











CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country tn 
the world. New graphic instruction and new 
short courses now available at special prices 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 
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in the display field, the entire interior di 
play department of The Namm_ Stor 
Brooklyn, is now made up of women. TI 
girls all wear slacks, and there is some tal 
of uniforming them at a future date. On 
or two men are kept on call to handle tl 
heavier work of the department, and the a: 
rangement is said to be working out satis 
factorily. 
King Leaves Goldwater's 
To Join Air Corps 

Robert King has resigned his position ; 
display manager for Goldwater's, Phoeni 
in order to enter the air corps. He is su 
ceeded by Miss Irene Heineke, former] 
Goldwater's sportswear department. 





"Victory Sack'’ Display 
At Bonwit Teller's 

A recent window of Bonwit Teller’s, New 
York City, was devoted to “The Victory 
Shoulder Sack” as part of a campaign to 
encourage shoppers to say: “Il Carry 
Mine.” The sack is made of paper, has a 
shoulder rest to keep it from cutting into 
the shoulder, and will carry a weight of 25 
pounds. It is somewhat similar to the field 
bag carried by the WAACS. 


Watkins Wins 
Local Contest 

First prize of a $25 War Bond has been 
awarded to Madison's, Inc., Columbus, Ohio, 
for a window display entered in a local con 
test sponsored by the War Chest committee 
Paul Watkins is display manager for the 
firm, 


Vance Succeeds Merrill 
At Godchaux's 

Charles Merrill has resigned as display 
manager for Godchaux’s, New Orleans, in 
order to enter the United States Navy. He 
is succeeded by Lester Vance, formerly of 
Phoenix. 
New Position 
For Beetham 

Sam K. Beetham, display manager for 
Owens-Illinois Glass Company, has been ap 
pointed advertising manager for The Libbey 
Glass Company, a subsidiary of his former 
company. He succeeds Carl U. Fauster, who 
has been made merchandising and sales pro 
motion manager. 


Brochure Issued 
By Timbertone 

New descriptive folders, accompanied by) 
samples of the firm's paper veneer in wood 
grain, brick, stone wall and other finishes, 
have been released by Timbertone Decora 
tive Company, Inc., 84 University place, New 
York City. Copies are available on request 


One Way To Get Ideas 
For Christmas Display 

A $25 War Bond was offered recently b 
Zahn's Department Store, Racine, to an 
member of the community submitting th 
best idea for a Christmas window display. 


























DECEMBER, 1942 





DON’T BE A CHUMP 


Would you trade your car if you had a flat tire 
or bent a fender? Your mannequins can be 
reconstructed like new. 


Send in your Old Wigs to be Repaired 


SAVE 75% 
Have Your Mannequins Refinished 


Don't 
for the 


Send for our easy to use shipping boxes. 
kid yourself—no more road refinishing 
duration. 


MANNEQUIN REFINISHING SERVICE 


5851 EASTON ST. LOUIS, MO. 
ELMO S. REARDON 


=ART SNOW 








A pure corn product. Manufactured 
especially for display purposes — soft, 
light, fluffy—also used in Hollywood 


studios. Non-perishable, non-inflammable, 
very realistic, inexpensive. 


Very practical for window or other 
display purposes. Samples and prices on 
request without obligation. 


. s Dept. R-1 
——=Miller Cereal Mills Pes Neb. 


COSTUME, PATRIOTIC, PERIOD and 


Latest Style WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 
ARRANJAYS WIGS 
32 West 20th St., Dept. D, New York City 

















Silent Salesman 
STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 




















Lou Banks Joins Up 
As Lieutenant 
Louis A. Banks, in charge of display for 
many years for The Hecht Company, Wash- 
ington, is now a lieutenant, junior grade, in 
the War Shipping Administration and is sta- 
tioned in San Francisco. At present he is 
of a procurement office which 


in charge 





does all sorts of purchasing and supplying 
for various units of the Merchant Marine 
training stations. Lou writes that while | 
there is a great deal of “pressure” on execu- 
tives in this branch of the service, “it is a 





different kind of pressure than I am used 
to—and therefore it seems almost like a busy 
Saturday afternoon when the main floor is 
crowded and the display department is tak- 
ing a breather in preparation for the follow- 
ing week's work.” 

Banks’ position at The Hecht Company 
las been filled by Harold W. Melnicove. 


DISPLAY WORLD 


N. A. D. |. Votes Support 
To Victory Program 

\n important business meeting of the Na- 
tional Association of Display Industries was 
held at the Hotel Pennsylvania, New York 
City, on December 3. Eighteen officers and 
members were present. 

Trowbridge Stanley, president, L. A. Dar- 
ling Company, Mich., and _ chair- 
man ot the display manufacturers’ commit- 
tee of the Victory Display Committee, im- 
pressed upon those present that all identi- 
fied with the industry should do everything 


Bronson, 


possible to cooperate with the VDC program 
Members of the N. A. D. L. voted unani- 
their full support the VDC, and 
forwarded their resolutions to Leslie Janes, 
VDC national chairman, Chicago, to request 
his advice as to methods whereby they could 


mousl) ot 


be of most service. 

Ralph Adler, Jas. B. Williams, 
York City, president of the N. A. 
that he would 
committee to plan VD¢ 
other meeting of the N. A. D. L. 
14 for New York members, with 
a similar meeting being held in Chicago. 


Inc., New 
D. L., an- 
appoint a 
An- 


was set for 


nounced shortly 


cooperation. 


December 


A membership campaign will be started 
nationally soon to invite members of the 
display industry to join the N. A. D. I 
Twenty-five of the leading manutacturers 


throughout the country are at present active 
Those from New York City who 
have had _ their 
memberships duly accepted are follows : 


members. 


have joined recently and 


as 


L. J. Charrot Company; Bulkley, Dunton & 
Co.; Nat Siegel, Inc.; Victor Haida Dis- 
plays; Greneker Studios; P. C. Mileo, and 


Ruth Copeland Studios. 

N. A. D. I. directors present at the Hotel 
Pennsylvania meeting were: Karl Roth, 
Gardner Displays, Pittsburgh; James Mc- 
Nichol, Bulkley, Dunton & Co.; Ralph Ad- 
ler, Trowbridge Stanley, and Joseph Adler, 
Adler-Jones Company, Chicago. 


Franklin-Simon Windows 
Use "Black" Lighting 

For Franklin-Simon’s Christmas windows, 
Display Director James Gosling makes ex- 
tensive use of a new type fluorescent paint, 


activated by “black” light. The seasonal 
displays of the New York City store have 
been attracting a great deal of attention, 


according to reports. 

In the past, most of the fluorescent paints 
available appeared one shade of color dur 
ing daylight, and another shade under ultra 
violet. To meet for the 
same shade under both conditions, special 


Gosling’s wishes 


paints were developed. The displays are 
now using Christmas red and green, vivid 
blue and yellow, natural white, flesh, and 


one changeable color called “Invisible” blue 
which white under normal light and a 
brilliant blue under ultra-violet. 

An unusual feature about the colors, devel- 
oped by Century Lighting, Inc., 419 West 
55th New York City, is said to be 
the fact that they can be seen from a greater 
distance than ordinary colors during the day, 
since they not only natural 
but invisible rays sun- 
light and reflected light into that same color 
and intensify it. City dimout regulations 
are met, since there is no reflection in the 
windows or on the sidewalk. 


1S 


street, 


show a visible 


color, transform of 
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DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
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MEET 
OUR SISTERS 





Pert. 
new. 
teen 
agers 


MONTREAL: 



























They're just right for your 
‘teen age garment dis- 
plays. Like all of our fig- 
ures they're smart, lively. 
and in step with today! 


NEW YORK 


Modern Display Fixtures, 
460 St. Catherine St., West 
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PATRIOTIC, 


SPRING AND SUMMER 
DISPLAY MATERIALS 


CATALOG 


JUST WRITE YOUR NAME AND 


ADDRES 


CUT OUT THIS AD AND MAIL IT 
TO YOUR WHOLESALER OR TO 


THE REYBURN MFG. CO., INC. 
PHILADELPHIA, PA. 


YOUR NAME, 


ADDRESS, 


CITY AND 





























S IN THE SPACE BELOW; 


STATE, 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display lire in 
which you are interested. If you do not find 
your needs listed on this blank, write a —_ 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


“) Air Brushes 
j Cc Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
|) Natural Foliage 
| Pageants & Exhibits 
{) Paper Sculpture Displays 
a Plaques (Window) 
Papier Mache Specialties 
: Photographic Biowups 


JOC 


JOOOU00O0DO0DODOD DOR URL T ODOR RLEROOODROWUILOOt 


Plastics 
Price Cards—Tickets 
() Price Ticket Holders 
Sale Banners 
Socks— Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
") Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
| Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
[) Valances 
Wall Board 


igs 
[) Window Lighting 
you wish a copy of their catalogue? 
you plan to remodel your store soon? 
you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


O00000000 


0 


000 
~] 
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Firm 
Display Manager 
Street 


City State 
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DECEMBER, 1917 

New York display fixture manufacturers 
gave a dinner for the Display Managers’ 
Club of that city. The latter group was 
considering a motion to admit assistants to 
the club. 

Carl W. Ahlroth, The Union Clothing 
Company, Columbus, Ohio, won first prize 
in a national Food Conservation display 
contest. 

The Detroit Displaymen’s Association was 
formed with R. G. Higginbotham, F. G. 
Clayton Company, as president. Other offi- 
cers elected were: vice-president, R. W. 
Smith, Grinnell Brothers; secretary, Frank 
E. Whitelam, R. H. Fyfe & Co.; treasurer, 
L. S. Janes, Crowley-Milner Company. Ap- 
proximately 100 displaymen attended the as- 
sociation’s banquet held a few days after 
the organization meeting. 

Charles T. Vetter, who had for several 
years been a representative of the French 
Wax Figure Company, Milwaukee, joined 
the army and was sent to Camp Custer for 
training. 

William Tishman, formerly in charge of 
display for McCreery’s, New York City, 
joined the display decorative firm of Fon- 
taine Company, of the same city. 

Leonard Leagh joined the advertising de- 
partment of The Bon Marche, Seattle. He 
had been display manager for a local store. 


DECEMBER, 1932 

The postal Telegraph Company advanced 
a plan to rent 1,000 of its windows in 726 
cities to a group of national advertisers. The 
idea included the use of a machine to rotate 
sales messages, interspersed with news 
flashes, on 11-by-2l-inch cards. 

The Southern Display Men's Association 
started an intensive membership drive as a 
preliminary to the  group’s convention 
planned for the following June. 

The Vancouver, British Columbia, Display 
Men’s Club held its annual “cabaret” at the 
Peter Pan ballroom. The event was well 
attended. 


Appointments Made 
At Arvey Corporation 

L. L. Grisamore, recently appointed gen- 
eral manager of Arvey Corporation, Chi- 
cago, has announced new appointments and 
officers elected at a board of directors’ meet- 
ing in November. Paul Godell, vice-presi- 
dent, 1s now national sales manager, with 
William H. Carmichael, head of the Phila- 
delphia branch, having the responsibility for 
sales in the Eastern division. Royal A. 
Hoffman has been elected vice-president and 
manager of the Eastern division. 

Arvey, a large convertor of cardboard 
and other point-of-purchase display adver- 
tising specialties, operates plants and offices 
in Chicago, Detroit, Philadelphia, Jersey 
City, Marshall, Ill, and Olean, N. Y. The 
firm is now devoting the greater part of its 
facilities to the war effort in the processing 
of paperboard, metals, and_ plastics. 
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DISPLAY MANAGERS! 


February 20-27 


@ THE GREATEST sewing boom in history is at hand. During National 
Sew and Save Week, nation-wide attention will be focused on sewing. 
Newspaper, magazine and radio publicity will flash news of this vast 
promotion across the country. 


@ CASH AWARDS will be made to display department managers of 
stores installing the best “Sew and Save” windows featuring jointly 
fabrics, patterns and notions, selling the theme of the project. 


@ PRIZES are divided into two classes: (1) Larger Store Group, Ist 
prize, $100; 2nd prize, $50. (2) Smaller Store Group, Ist prize, $100; 
2nd prize, $50. 


e IN ADDITION, $2.50 each will be paid for each 5 x 7 (or larger) 
photograph of different displays submitted. None smaller will be 
entered in the Contest. 


e@ UPON IMMEDIATE REQUEST, free posters, banners and cards and an 
8-page booklet of ideas and suggestions for promotion of National 
Sew and Save Week will be sent. 


e WRITE for Contest details. 


Vational A eellecrafl Bre 


385 FIFTH AVENUE, NEW YORK, N. Y. 


/ Win Cash Prizes é 


Enter National Sew and Save Week Contest, 
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WHS AMEAD FOR DISPLAY TN ES" 


Get the Opinions of Experts In the 
January Issue of DISPLAY WORLD 


Comments by 


. . . Leading Retailers 


In DISPLAY WORLD'S 20th Annual Display Review and Forecast 


National Advertisers 
. Display Industry Factors 


Advertising Agency Executives 
Display Directors 
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“TOP THAT 10% BY NEW YEAR'S” 


Out of the 13 labor-management conferences sponsored by 
the National Committee for Payroll Savings and conducted 
by the Treasury Department throughout the Nation has 
come this formula for reaching the 10% of gross payroll War 
Bond objective: 


1. Decide to get 10%. 

It has been the Treasury experience wherever manage- 

ment and labor have gotten together and decided the 

job could be done, the job was done. 
2. Get a committee of labor and management to work out 
details for solicitation. 

a. They, in turn, will appoint captain-leaders or chair- 
men who will be responsible for actual solicitation of 
no more than 10 workers. 

b. A card should be prepared for each and every worker 
with his name on it. 

c. An estimate should be made of the possible amount 
each worker can set aside so that an “‘over-all” 
of 10% is achieved. Some may not be able to set 
aside 10%, others can save more. 

3. Set aside a date to start the drive. 

4. There should be little or no time between the announce- 
ment of the drive and the drive itself. 

The drive should last not over 1 week. 

5. The opening of the drive may be through a talk, a rally, 
or just a plain announcement in each department. 

6. Schedule competition between departments; show 
progress charts daily. 

7. Set as a goal the Treasury flag with a ‘“T." 
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War Savings Bonds 


This Space is a Contribution to America’s All-Out War Effort by DISPLAY WORLD, Cincinnati, O. 


The eves of all 
America are upon 
the United States 
Treasury Roll of 
Honor appearin 

in the “Payroli 
Savings News.” 
For copy write 
War Savings Staff, 
Treasury Depart- 
ment, Washing- 
ton, D. C. 
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S of today, more than 20,000 firms of 

all sizes have reached the “Honor 
Roll” goal of at least 10% of the gross 
payroll in War Bonds. This isa glorious 
testimony to the voluntary American way 
of facing emergencies. 


But there is still more to be done. By 
January ist, 1943, the Treasury hopes to 
raise participation from the present total 
of around 20,000,000 employees investing 
an average of 8% of earnings to over 
30,000,000 investing an average of at least 
10% of earnings in War Bonds. 


You are urged to set your own sights 
accordingly and to do all in your power to 
start the new year on the Roll of Honor, to 
give War Bonds for bonuses, and to pur- 
chase up to the limit, both personally and 
as a company, of Series F and G Bonds. 
(Remember that-the new limitation of pur- 
chases of F and G Bonds in any one calen- 
dar year has been increased from $50,000 
to $100,000.) 


TIME IS SHORT. Our country is counting 
on you to— 


“TOP THAT 10% 
BY NEW YEAR'S” 
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